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“Now that we've leased 
this Hertz tractor and trailer, we even give 
door-to-door service on LTL orders/” 


Ship on schedule! Lease Hertz long-haul equipment 


NO INVESTMENT.. NO UPKEEP 


Tired of late pick-ups—late deliveries for less-tl 


Hertz and get custom Pork tractors and t 


rolet or other sturdy trucks or buy your pre 
them back to you. Either way, Hertz takes ov 
Hertz reduces all your fleet accounting < 
one budgetable check per week. You get o 
your own business. In addition to long term t 
trucks by the hour, day or week for your peak period 
emergency. Rely on Hertz—America’s No. 1 truck lessor —, 
with more than 500 stations in the U. S. and Canada 7 YouR 





For more information, call your local Hertz office. Or write for the fact- 
filled booklet, “How to Get Out of the Truck Business,” to Hertz Truck 
Lease, Dept. 7-229, 218 South Wabash Avenue, Chicago 4, Illinois. 


Circle No. 10 on Handy Cover Card 





another first from Bilt oe ell i’ 
ty Caradco 


¢ 
C4 
/ 
/ 


SIMPLE STEPS: 


1. Slide detach 

shoe up the | 
hardware link- | 
age ' 
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2. Disengage 
linkage from 
swivel plate 


3. Remove sash 
from retaining 
channel 
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Removable Awning Windows 


Exclusive BILT-WELL quick hinge release 
makes sash removable from inside re ey 
without tools 
The BILT-WELL Line of Building Woodwork— 


, r : WINDOW UNITS, Double-hung, Awning, Case- 
New removable BILT-WELL Awning Windows sim- ment, Basement. CABINETS, Kitchen, Muitiple- 


plify original installation for the builder and mainte- use, Wardrobe, Storage, Vanity-Lavatory. 
nance for the homeowner DOORS, Exterior, Interior, Screen and Combi- 


nation. 





Look for these other BILT-WELL features: - 
CARADCO, Inc., Dubuque, Iowa 


Brass or nylon bearings at all moving joints. 
Hinge is fully concealed making unit prowler-proof. 


Choice of operators—rigid bar, jointed bar, lever 


or gear. Theres more to sell with 


Easily removed wood bead (patented) for simple BILT WELL 
reglazing. SER, ere 
wood ¥ WORK 


New goldtone finish on all metal hardware. 
by Caradco 


Surpasses F.H.A, minimum property requirements. 
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Something to 
think about... 





* What should a retailer do when a 
major brand manufacturer announces a 
policy of selling direct to builders while 
also selling through dealer channels? 

This subject was discussed at a recent 
meeting between dealers and wholesalers 
in the northwest. It was pointed out that 
it is illegal to boycott a manufacturer 
as group policy. But dealers are putting 
this particular manufacturer’s displays 
out in the street and dropping the brand. 

The only trouble about this is that if 
the brand is a good one, with builder 
and consumer acceptance, the retailer 
may end up with very little business 
in that product category. 

On the other hand, some people at the 
meeting said that if the dealers doubled 
their sales effort they might be able to 
dominate the sale of the product in their 
areas. Then the dealers wouldn't be too 
concerned about the manufacturer’s 
policy. 

Several years ago many big depart- 
ment stores threatened to stop selling a 
major brand appliance if the manufac- 
turer continued to sell to discount ap- 
pliance firms. The manufacturer refused 
to let these department stores set its 
policy. The stores were told, more or 
less, to go ahead and drop the line. 

The result was that the department 
stores, although powerful firms, backed 
down from dropping the line. The brand 
was simply too important a household 
name for the retailers to abandon. 

Instead, the department stores started 
to aggressively merchandise the line to 
really compete with the discount opera- 
tors. Today, the department stores are 
getting a greater share of the appliance 
market, both with the brand under ques- 
tion and with other brands that have a 
distribution policy more to their liking. 

It is regrettable that manufacturers 
must sometimes bite the hands that feed 
them by renouncing established distribu- 
tion channels. But maybe if their deal- 
ers were stronger merchandisers they 
wouldn’t be driven to find new outlets. 


WUAT IS “DSC”? This _ insignia 
above, which you'll see used with many 
articles in A.L., is a symbol for DEAL- 
ER SALES CONTROL. It is one of the 
permanent principles guiding our edi- 
tors. It signifies a progressive manage- 
ment method—controlling the sale— 
which works for the home building re- 
modeling, farm and commercial markets. 

When a dealer controls his sales, he 
performs services for either contractor 
or consumer, assuring adequate profit 
on materials and customer satisfaction. 

DSC can stem from land control, pre- 
fabing, financing, sales of new homes 
or remodeling packages (rather than 
pieces) to builders or consumers by the 
retailer. DSC also means product brands 
and specifications controlled by the deal- 
er. 
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Know your AIM*... Pittsburgh Plate Glass does... 
Packaging Lumber Speeds Unioading and Handling 


Acme Idea Man 

H. W. McCurry 
serves Acme Steel 
Company customers 
with new handling 
and packaging 
Ideas. 


Circle No. 4 on Handy Cover Card 


The Pittsburgh Plate Glass Company of Henryetta, Oklahoma, is now 
receiving shipments of packaged lumber in box cars. This new technique 
speeds materials handling and permits important economies from time of 
arrival to production line use. (Idea No. U1-19) 


The lumber is packaged at the mill, then loaded into box cars and braced by 
the interlace securement method, using heavy-duty Acme Steel Strapping. 
The shipment arrives at Pittsburgh Plate Glass Company in excellent 
condition, ready for fast unloading with mechanical handling equipment. 


Savings gained from mechanical unloading are further increased by production 
economies. Formerly, lumber sizes were manually selected for production use. 
Packaging the sizes of lumber in the sequence they will be used on the 
production line has eliminated manual handling. 

*Know your Acme idea Man. He will work with you to help improve 
handling of your incoming supplies. Call him at your nearest Acme Steel 

office or write Dept. ABU-20, Acme Steel Products Division, Acme Steel 
Company, Chicago 27, Illinois. In Canada, Acme Steel Company of Canada, 

Ltd., 743 Warden Ave., Toronto 13, Ontario. 


LO) STEEL STRAPPING 
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PERSONAL VIEWPOINT 


Many Ways to Skin a Cat 


The difference between retail lumber dealers and specialty dealers 
was pointed up at the recent Home Improvement Products Show*. 

A specialty dealer (who sells such lines as aluminum combination 
windows and also installs his products) probably would have scoffed 
at the panelists in the lumber dealer clinic. 

The lumbermen unanimously agreed that complete and sometimes 
costly customer service is necessary in their home improvement busi- 
ness. They emphasized that salesmen must be patient and extremely 
thoughtful of customer needs. You must have a long-range view 
to achieve these aims. 

Such attentiveness could well stand in the way of many a sale for 
a specialty applicator-dealer. That is why a lumberman attending 
the specialty dealer’s clinics at the same show would probably have 
been repelled by the fast-talking selling methods suggested by most 
of the specialty people. 

For instance, one fellow said you must hire a top-notch salesman 
who can close a sale on the first visit. He explained that the specialty 
salesman is “dead as a doornail” if he has to leave a price to the 
homeowner. 

It’s true that the conservative, sometimes oOver-conscientious lumber 
dealer could well adopt some of the specialty dealer’s aggressive 
techniques. But the answer may not mean going into direct competi- 
tion with the specialty people with your own crew. There are other 
ways to skin a cat. 

One of the most interesting talks at the show was that of Ralph 
Hurwitz of the Barker-Lubin Lumber Co., Springfield, Ill. 

His firm set up a home improvement application department, such 
as many other lumbermen are doing today. But Hurwitz found that 
the one-stop and service philosophy of the lumberyard simply could 
not compete directly with local specialty dealers. 

So they dropped their crews and put all of their emphasis on pack 
age merchandising, giving the labor to contractors. 

At the same time, they sell materials to specialty applicators. Now 
they enjoy a good business in building materials sales to the specialty 
boys, as well as selling specialties to their regular contractor and 
consumer trade. 

There’s ingenuity for you! 


The Real Hurdle for Home Improvement Sales 


The difference between the home improvement specialist and the 
one-stop retailer who sells packaged remodeling and improvement, as 
reported above, was obviously on the mind of Fred C. Hecht, general 
merchandising manager of home furnishings for Sears, Roebuck & 
Co.. speaking at the HIPShow 

Hecht said that the home improvement industry must hurdle three 
obstacles to realize its sales potential: 

1) Most homeowners do not know where to go to get the one-stop, 
packaged home improvement service they want 

2) No one type of retailer stands out as home improvement head- 
quarters in most towns. 

3) Homeowners have never before been so suspicious of the ethics 
of home improvement salesmen. 

Retail lumber and building materials dealers have come a long way 
during the past few years in creating the one-stop Home Center stores 
which are the answer to the consumer’s home improvement shopping 
needs. And the lumberman’s stature as an honest businessman is un- 
disputed. But if Hecht’s analysis is true—and we think it is—then 
these advantages are not known by the public. There are even people 
within the building industry who are not yet aware of the great number 
of new retail showrooms and stores built by lumbermen in the past 
decade—such as the Seibert Lumber Store, pictured and described on 
page 36 of this issue. 

The real hurdle for dealers is to sell the image of building head- 
quarters to the public. This means more money for advertising, greater 
knowledge of retail promotion, more management attention to sales 
training by every dealer—and the retail lumber industry as a whole. 

Gordon J. Lawler. 


*See news report, page 12 
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ROSIER '60 HOME BUILDING OUTLOOK. Things look better to more and more 
forecasters. F. W. Dodge, for example, is now predicting 1,240,000 
starts, one of the highest reliable estimates. Many factors involved: 
Economy is looking up. Basic healthy growth at steady pace with prices 
pretty well stabilized. Retailers optimistic. 

Inflation under control is current feeling of economists (in and out of 
government). Thinking is that it's at least no longer major threat 

to the economy. 

Second best December in history in 1959 brought total private starts for 
year to 1,341,500 (second only to 1950's 1,352,200). 


A RECORD JANUARY may be another reason for brighter predictions. Dollar 
value of all new construction set a new record for the month, 1% above 
previous January. Nonfarm residential building construction of $1.5 
billion was 2% above 1959. 


MONEY MARKET EASING? It could be, but it's still too early to tell for 
Sure. Easier money is expected this time of year, although current 
Signs make it look more than seasonal. Involved: stock market sag 
and sharp drop in rates on Treasury 9l-day bills (talk is no longer 
heard of boost in Federal Reserve's discount rate.) 


DEALER OPPORTUNITIES IN 60's were outlined by Harold F. Birnberg of Wolf 
Management Engineering Co. this month. The challenge: planning for 
profit. From 12% to 14% of all lumber and building materials dealers 
are failing to make a profit. Less than 2% divides profit losers 
from profit makers. 

More and more new yards are opening at the same time, however. Example: 
16 yards folded in Chicago area between January and August last year, 
but 19 new ones opened during the same period. 

Whv is this so? New yards, with good business practices, are more 
aggressive, “confident they will make money because they plan to make 
money." (See story elsewhere in this issue for summary of Birnberg's 
views. ) 


OMNIBUS HOUSING BILL to be introduced by Easter recess is current plan of 
Democratic leadership. Strategy calls for passage late in session, 
presented to President Eisenhower on take-it-or-leave-it basis. 

Minimum bill has been asked by Eisenhower: extension of FHA's Title 

1 (home improvement) program, expiration of GI direct loan progran, 
flexibility under 6% on GI home mortgage interest rate (as FHA's). 
Rains' "Emergency Home Owners Act: if it passes Congress in anything 
approaching present form, a veto is certain. Chief feature: $1 billion 
for FHA and VA mortgages. 


TO BOOST HOME CONSTRUCTION, removal of 44% ceiling on government bonds 
(securities of more than five years maturity) is being urged by NRLDA, 
among others. Feeling is move would stabilize money market and 
improve supply of mortgage money. President Eisenhower believes its 
removal "imperative." Democratic majority on Joint Economic Committee: 
basic changes in fiscal policy to lower interest rates should come first 
(making issue academic). 


TIGHT MONEY AND RECORD 1959 -- A LESSON? In review of last year's 
$36,269,000,000 in total construction, F. W. Dodge points up that 
effects of tight money and high interest rates were offset, in part, 
by large number of homes conventionally financed and increases permitted 
in FHA and VA mortgages. Concludes review: "If this trend should 
continue, the anticipated drop in residential construction this year may 
well be less severe than most analysts now expect." 
For the record: residential contracts totaled $17,150,000,000 in 1959, 
17% above a year earlier. Single-family home category was 20% above 1958. 
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TRUSGON 


LOW COST 


Aluminum Windows 


REPUBLIC STEEL 


oe TRUSCON DIVISION 


Youngstown 1, Ohio 


NAMES YOU CAN BUILD ON 
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The best known brand in the window business now 
is a greater value than ever. Truscon’s major program 
of engineering excess cost out of window production 
and distribution is now complete. 

Started in time to pay-off in the 1960 market, this 
program includes cost-cutting refinements in all 
phases of window design, manufacture, and distribu- 
tion. The result is true economy, real value. 

If you are ashamed of showing shoddy windows 
with an unknown name to your customers, who must 
hold costs down—now is the time to take a new look 
at Truscon. There’s new value in the brand. 

Get the details direct. Call your Truscon repre- 


sentative, or write. Send coupon below. 


REPUBLIC STEEL CORPORATION 
TRUSCON DIVISION - Dept. C-8878-B 
1058 ALBERT STREET » YOUNGSTOWN 1, OHIO 


Please send valuable facts on the following products: 


0 Truscon Aluminum Windows—Single-Hung 
0 Truscon Aluminum Awning Windows 
0 Truscon Aluminum Horizontal Sliding Windows 


Ce en a 
ee a ne ae 
OO 


City caieucntal Zone 


Circle No. 5 on Handy Cover Card 





You can easily move what 
Hurricane Gracie couldn't budge .. . 


BIRD WIND SEAL SHINGLES 


DON’T BLOW OFF EVEN IN 
FURIOUS 125 MPH WINDS 





Here’s what happened to a roof of ordinary shingles: 
they flapped loose, blew off. 


Better than a million claims, these 
on-the-spot pictures! Show them to 
your customers — we didn’t make them up: 
they’re as genuine as that September ’59 hur- 
ricane in Charleston, S. C. 

Show them this proof of the stubborn hold- 

Note circled house, right next door to damaged roof; 

ing power of the mighty Bird Wind Seal see closeup of its Wind Seal roof, perfect after storm. 


Shingle. Hurricane Gracie ruined roofs all over 


Charleston, roofs to the left and to the right 
of Wind Seal roofs; ripped them loose and left 
them ragged and flapping. But the great 


Wind Seal Shingles held tight. Ask your Bird 


salesman to prove it to you. Wind Seal Shingles 


EAST WALPOLE, MASS. * CHICAGO, ILL. » SHREVEPORT, LA. * CHARLESTON, S.C. 


BIRD 
PUSH THE SHINGLE THAT STAYS TIGHT, STAYS SOLD, 


Eeathchas ¥ 9s 


BOOSTS YOUR REPUTATION, AND BOOSTS YOUR BUSINESS 
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BECAUSE VALSPAR is a nationally known 
trademark recognized by generations of Ameri- 
can men and women as a symbol of highest 
quality and utmost reliability in varnish, enamel 
and paint. There is no finer. As a paint mer 
chant you will be pleased to have your customers 
and prospects instantly associate your store with 
the hallmark of quality known to them for 
decades. 


BECAUSE VALSPAR—in spite of its superior 
quality—does not cost the consumer, or painter, 
or contractor, or maintenance man any more 
than other good paints. In many cases Valspar is 
quite a bit more economical both in terms of 
initial application and years of service. Your 
customer’s initial satisfaction with Valspar Prod- 
ucts plus’ your integrity in dealing with your 
customer secure his repeat business so essential 
to your success. 


BECAUSE VALSPAR offers your trade com- 
plete yet compact lines of paints, varnishes, and 
enamels for practically every inside or outside 
purpose—be it the home, maintenance, or indus- 
trial. Valspar Products are beautifully styled in 
modern colors. Color Cards, Counter and Win- 
dow Displays, Mailing Pieces are of original 
design and reflect Valspar’s atmosphere of qual- 
ity. Valspar Color Mixing Machines give your 
customer over 1200 Val-O-Matic Colors by Val- 
spar supported by an unbelievably rich array of 
outstanding merchandising helps including the 
most exclusive decorator’s guide. Women love to 
match their draperies, furniture, pillows and 
room accent pieces with Val-O-Matic Colors by 
Valspar. 


BECAUSE VALSPAR will work with you. Val- 
spar will constantly help you with new and novel 
merchandising ideas and campaigns designed to 
stimulate your established customers as well as 
attract new customers and additional volume— 
the very life blood of your business. Valspar 
welcomes your suggestions. Valspar will at all 
times weigh them carefully to be adopted dr to 
be tried out wherever feasible. Valspar believes 
the customer should be King and a Trusted 
Friend expecting him then to feel as such. 


BECAUSE VALSPAR offers you a better than 
average profit. You, as the Independent Mer- 
chant, deal with Valspar, the Independent manu- 
facturer. With Valspar’s help you will be able to 
meet competition, enjoy your profit,.and feel so 
secure because of Valspar’s published Declara- 
tion of Merchandising Policy. 
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Yoro™ Declaration of 
Merchandising Policy 


THE VALSPAR CORPORATION, century old 
manufacturers of fine paints, varnishes and 
enamels, has committed itself to a permanent 
policy of merchandising its products through 
independent, aggressive, and forward-looking 
merchants. 
THE VALSPAR CORPORATION has not in the 
past, does net at present, and will not in the 
future, own any factory stores either directly or 
indirectly or under any subterfuge whatsoever 
THE VALSPAR CORPORATION does not and 
will not jeopardize the future success and se 
curity of any Valspar merchant or distributor by 
opening such company-owned stores. 
THE VALSPAR CORPORATION stands ready 
upon invitation—to help any independent 
Valspar merchant or Valspar distributor who has 
been a loyal, honest’ and sincere friend. Should 
such a friend encounter tragedy or trouble 
through no fault of his own, Valspar will assist 
in the recapture of independent financial se- 
curity to the benefit of the rightful owners or 
their heirs. There will be no cost. 
THE VALSPAR CORPORATION manufactures 
only the finest paints, varnishes and enamels. 
VALSPAR remains dedicated to the principle 
that through scientific advancement and labora- 
tory research products and lines must forever 
be improved and modernized to help indepen- 
dent merchants stay well abreast of competition 
THE VALSPAR CORPORATION will con- 
stantly, with the help and advice of its loyal 
customers, develop new and novel merchandising 
ideas tailored to the independent merchant's 
market and to provide him with an ever growing 
opportunity to fortify his security, increase his 
volume, and yield him considerably better than 
average profit. 


, ae 


WituHewo L. Bruun 
President 





THE VALSPAR CORPORATION Date: 

7 East Lancaster Avenue, Ardmore, Pa. 

Please have Valspar’s Répresentative call and present 
Valspar’s Full Line Plan. 


Name 





Street Address. 





Town > State 








Have the Valspar man ask for Mr 


* 
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Dealers Tell Home Improvement Sales Methods 


Panelists at HIP Show give secrets behind their firms’ remod- 


eling sales success 


CuHicaGo—Lumber dealers active 
in the home improvement business de- 
scribed various aspects of their oper- 
ations in panel discussions at the 
fourth annual Home Improvement 
Products Show here this month. 
Gordon J. Lawler, editor, American 
Lumberman, moderated one of the 
panels. 

Various ways to make your contrac- 
tor an ally rather than a competitor 
in selling home improvements were 
explained by the seven panel mem- 
bers: 


We give our contractor customers 
leads on jobs above $7,500—Ray- 
mond H. Dear, general sales manag- 
er, Calcasieu Lumber Co., Austin, 
Tex. 

(See page 32 for detailed article on 
Calcasieu’s remodeling department.) 


We specialize in jobs we can do 
better and less expensively than our 
contractor customers. About 45% of 
our business is still with contractors. 
—Robert A. Dean, president, Red Mill 
Lumber Co., Traverse City, Mich 


“After losing money with our own 


DEAR 


“Small jobs will bring large 
jobs.” 


12 


MATHIEU 


“We guarantee jobs uncon- 
ditionally.” 


crew, we let contractors handle the 
construction end of the business. We 
do the merchandising and selling, 
which we do best and allow our con- 
tractors to do the job they know best 
—building. I don’t feel we have time 
to be in the contracting business if 
we do the right kind of merchandis- 
ing and selling job.”"—Ralph Hurwitz 
general manager, Barker-Lubin Co., 
Springfield, Ill. 


Dean, who operates in a town of 
20,000, had this suggestion for deal- 
ers who want to get into the home 
improvement business: look for exist- 
ing One-man home improvement op- 
erations that may be under-financed 
and swamped by today’s paperwork 

Dean has taken over two small 
home improvement companies and 
now pays the managers a salary plus 
incentive—40% of the profit. He fig- 
ures a 50% markup on the cost of 
materials and labor. Profits last year 
ran 55.2% on cost. He estimates that 
75% of his sales are non-competi- 
tive. 

Sell your competition. Two dealers 
said they were doing a good business 
in selling materials to competitors in 
the home improvement market. Not 


“ais 


DEAN 


“About 45% of our sales 
are still with contractors.” 


all home improvement companies, 
outside lumber dealers, are shysters. 
they emphasized, and dealers should 
not feel above going after their busi 
ness. 

Dealers emphasized the 
for keeping close control over every 
aspect of their remodeling business 
In his organization, Church said labor 
was often estimated wrongly. He now 
tacks on 10% to make sure this angle 
is covered. In addition, in order to 
avoid extras after the job is started. 
Church draws up a room-by-room 
schedule on wiring and decorating to 
discourage subs from submitting extra 
bills. 

Detailed forms covering every an- 
gle from estimating to acceptance are 
necessary, dealers added. Dean has 
found it important to specify even 
the color of shingles to be used. To 
discourage extras, the contract used 
by the Hanna Lumber Co., Tulsa. 
Okla., specifies that extras will be 
handled for $4 an hour plus mate- 
rials, explained Ed Hulsman, another 
panel member. 

On the other hand, extras requested 
after the job starts can be a very 
profitable addition, pointed out Huls- 
man, who estimates that 60% of his 


necessity 


CHURCH 


“Correct labor estimates 
are difficult.” 


February 29, 1960, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 





MORE LUMBER DEALER PANELISTS describes their home improvement operations. 
Ed Hulsman, Tulsa, Hanna Lumber Co., at the mike. Ralph Hurwitz, Barker-Lubin 
Co., Springfield, lil. and Russell Nowels, Rochester, Mich. dealer seated beside him. 


jobs take $100 to $1,000 in extras 
above the original estimate. These 
are usually awnings, storm windows 
and the like. 

Small jobs profitable. Dealers 
should make a point of taking small 
jobs, panel members recommended, 
because they are profitable in them- 
selves and help build a steadily in- 
creasing circle of customers. 

“Small jobs well done bring larger 
jobs,” commented Dear. 

“We've got a clientele who will call 
us for anything they need around the 
home,” said Hulsman. “The little jobs 
are our bread and butter. They keep 
us going when the big jobs aren't 
sold.” 

The best profit is actually in the 
one or two-day job in the roofing de- 
partment, Dean said. He keeps 5-9 
men busy in this department and 3-7 
men busy in the home remodeling 
department. 

Handling complaints. Prompt han- 
dling of complaints will save a lot of 
headaches later, dealers said. Dean’s 
policy is to hear a complainant through, 
then ask him what he would consider 
to be a fair adjustment—if the com- 
plaint seems justified. The complain- 
ant is so taken aback that he generally 
suggests a surprisingly low figure. 

Calcasieu Lumber Co. uses a com- 
bination salesman and _ construction 
expert to make an inspection imme- 
diately after the job is completed. His 
report covers the work performed; 
customer’s comment; complaint, if 
any and Calcasieu man’s appraisal of 
the work done. 

Ed Mathieu, a Blue Island, Ill. 
dealer, said his jobs get a final in- 
spection and changes may be made 
even if the customer has no complaint 
as self-styled construction experts, 
relatives or friends of the homeown- 
er, often take it upon themselves to 
appraise the job. 

“We guarantee jobs unconditional- 
ly—ilabor and materials,” declared 
Mathieu 


Dee TEU eee t 

Controlling Sub-Contractors 

The way to make sure that your subs 
do good work is to set up an escrow ac- 
count for each one, Herbert Richheimer, 
one of the top remodeling experts in the 
country, advised the dealer session. 

He withholds 5% on carpenter’s wages 
up to $1,000 for one year. About 10% 
of sub-contract work on every job goes 
into this account. The sub is notified if 
it is necessary to tap his account and if 
he doesn’t handle the makeup promptly 
himself, it is given someone else. 

HALAS 1 Ue UT 
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Personnel most important. Panel 
members agreed that good personnel 
is most important. Russell Nowels, a 
Rochester, Mich. dealer, expressed it 
this way: 

“Unless you have trained people at 
the point of sale, your other invest- 
ments have gone up the flue.” His men 
meet twice monthly to discuss typical 
sales situations and how to handle 
them. 

“People make the difference,” de- 
clared Mathieu, “and they must share 
in the profits we create.” 

“If you allow an itinerant applica- 
tor to do business in your community. 
you're not properly servicing your 
area,” contended Dean, who feels that 
such a move is an indictment of the 
merchandising ability, services and in- 
tegrity which reputable dealers have 
built up over the years. 

There is a nice plus profit in han- 
dling as much of your own paper as 
possible, further advised Dean. He 
mentioned commercial garage doors. 
both sales and servicing, as an excel- 
lent sideline. 

Sales tools. Colored slides of com- 
pleted jobs were recommended by 
several dealers; also product displays 
that are flexible and easy to change 
and sketches that are large enough so 
the customer can easily visualize ex- 
actly what the finished project will 
look like. 
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Contrary to many dealers’ experi- 
ence, manufacturers leads have prov- 
en especially successful for Nowels 
A series of three letters are used as 
followup and a six months’ check dis- 
closed sales from 75% of the inquir- 
ies. Nowels warned against placing 
too much emphasis on price and not 
enough on consumer benefits. 

Hurwitz said his firm’s offer of 
free labor based on dollar volume of 
materials sales had worked real well 
with do-it-yourself customers. A_half- 
day’s carpenter labor is given with 
materials sales of $200 or over and 
a full day’s labor on materials total- 
ing $400 or more 


Down-to-earth manpower and mar- 
keting ideas kept an SRO crowd of 
600 wide awake at the HIP Show ses- 
sion for building specialty dealers. 

Ben Lessam of Jalousies, Inc., 
Cleveland, credited an aggressive ad- 
vertising program for boosting his 
profits. He promotes one _ product 
every week in the Sunday paper. He 
said best results are obtained from 
ads one-third of a page or larger 
One ad on the back page of a sports 
section pulled 30 leads. His firm 
maintains an answering service on 
Sundays to relay telephone inquiries 
to salesmen. 

Lessam also uses One and two-min 
ute spot TV announcements to pro- 
mote his specialty lines of aluminum 
siding, window and door jalousies, 
porch enclosures and room additions 

“If you decide to advertise on TV,” 
warned Lessam, “be prepared to 
spend $20,000—$30,000 before your 
message shows results. The longer 
you stay on TV, the greater accept- 
ance your message will have among 
viewers.” 

Art Ford of Artistic Window Co.. 
Chicago, said he holds a monthly 
meeting with installers to iron out in- 
stallation problems. 


Hit! 


Mistakes to Avoid 


Getting into the remodeling business 
on a profitable basis isn’t easy, but it 
can be a lot easier if you avoid some of 
the mistakes related by Ed Mathieu 
Mathieu Lumber Co. Blue Island, III 

Here are some of the mistakes Ed ad 
mits making 

1. We didn’t plan We just saw re 

modeling as a way to sell more ma 
terials 

We tried to do it with the same 
personnel. We should have hired 
people who know more about the 
construction business than we did 
We didn’t have any systematic way 
of getting leads or following them 
afterward 

We guess-estimated too much. Now 
we keep exact records on every job 
with labor costs for each mechanic 
by the day and week 

We let every job run itself. The re- 
sult was wasted time and dissatis 
fied customers. Now we supervise 
carefully and make necessary ad- 
justments, whether requested by 
the customer or not. 





When Profits Disappear, Blame Pricing 


—so says management consultant Harold Birnberg, who ad- 
vises dealers to take the following steps: 


Know when and why you are cutting prices (it's not as easy 


as you may think). 


Control profits through different prices to different types 
of customers, who have different selling costs. 

Control profits by balancing profits among different items 
to obtain a pre-determined AVERAGE gross profit goal 


for product groups. 


Control profits by ticket costing. 


GRAND Rapips, MicH.—Members 
of the Michigan Retail Lumber Deal- 
ers Association are probably burning 
the midnight oil this month, pouring 
over their pricing books, as a result of 
a speech at their recent state conven- 
tion. 

Harold F. Birnberg, an executive 
consultant with Wolfe Management 
Engineering Co., Chicago, warned that 
12% of all lumber retailers are losing 
money today—and in most cases it’s 
because they don’t know how to. price 
properly. 

“What’s worse,” Birnberg said, “the 
profit makers are separated from the 
profit losers by less than 2% differ- 
ence in gross profits. Dealers who are 
bad off are not in much worse condi- 
tion than those who are supposedly 
well off 

“When a dealer becomes desperate, 
he cuts prices and does other senseless 
things.” 

Price cutting happens when you 
throw in some extra service at no 
extra charge, Birnberg explained. It 
happens: when you extend credit be- 
yond reasonable periods at no charge. 
Both of these moves have the same 
feature, he said—the resulting selling 
price is not based upon cost. 

Control. Birnberg said that the big 
need is for profit control, which means 
knowing how to “price to yield the 
proper amount of profit.” 

How do you price for proper 
amount of profit? Birnberg answered: 
* Know with whom you do business 
and average gross profit you should 
make when you sell to each group of 
customers. 

* Once you have listed the types of 
customers, you can classify their sales 
into groups. 

* For each group of sales you estab- 
lish the average gross profit on sales 
for which you should price. 

“These prices are based upon the 
difference in service each general type 
of sale requires. Thus, it has been 
called multiple pricing or differential 
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pricing,” Birnberg declared. “Our firm 
prefers to call it Differential Costing. 

“If your pricing on a sale is deter- 
mined by the gross profit you should 
make on that sale, it is realistic. But 
note that I mentioned ‘average gross 
profit’ for groups of sales. That is the 
key to proper pricing. 

“Just as milk is average of cream 
and water, so the average gross profit 
is the mixture of high and low profit 
pricing. 

“For example, the average gross 
profit needed on a group of sales 
might be 40%. This can be obtained 
by pricing every item in that group the 
same way; but this is unrealistic be- 
cause competition prevents us from 
selling many things for as much as 
we would like. 

“The second way to get the 40% 
average gross profit is to offset the 
sales of low-profit items with sales of 
high-profit items. 

“You first figure how much profit 
you would make by selling all items 
at 40% gross profit. When competi- 
tion prevents getting that much on an 
item, you figure how much profit you 
must sacrifice to be competitive. You 
then study the prices of items which 
are not subject to the same degree of 
competition and make price inereases 
on these items.” 

Birnberg explained that this has 
been called compensatery pricing. but 
his firm calls it Yield Equalizing. 

When competition prevents getting 
the needed profit on an item, you 
multiply the profit loss by the number 
of units you sell and the answer is the 
total profit you would lose to be com- 
petitive, the consultant explained. This 
amount is then made up by spreading 
it over a number of other items. 

When to change prices? To control 
profits, most dealers should change 
prices more often than they do, Birn- 
berg indicated. He advised dealers to 
change a selling price when the pur- 
chase cost varied by more than 5% 
from the standard set for it. 

If competition prevents increasing 


the price when its costs goes up more 
than 5% to the dealer, that is the time 
to equalize for the less-than-expected 
yield by raising a price of another 
item or prices of many other items, 
Birnberg pointed out. 

To check upon progress and analyze 
sales, Birnberg recommended _ that 
dealers cost all tickets. 

“Time and time again we have seen 
where the checking of invoices saved 
far more than the cost of checking.” 
he said. “The costing of tickets is a 
simple step beyond checking of in- 
voices. The daily tabulation of profits 
from sales can tell you how far you 
are from your goals, where the profit 
is being made and the direction in 
which you should exert sales effort. 
Ticket costing is essential for profit 
control.” 

Birnberg noted that in the Chicago 
metropolitan area, 16 lumberyards 
went out of business last year. But 
during the same period there were 19 
new yards, which appear to be suc- 
cessful and growing. 

These new yards around the coun- 
try are successful, in Birnberg’s opin- 
ion, because they practice good busi- 
ness methods such as profit control 
and because they are more aggressive 
within their markets. Also, they are 
not handicapped by the knowledge 
of “what cannot be done,” Birnberg 
added. 

“The fresh approach by these new 
lumber dealers is thriving due to the 
planning for profit and exercising 
controls over the business to assure 
reaching the profit goals.” Birnberg 
concluded. 


Is Buying a Lift Truck 
The Fad of the Times? 


Management consultant Har- 
old F. Birnberg told Michigan 
lumberman early this month 
that many dealers buy expensive 
mechanical handling equipment 
because “they seem to feel it is 
the thing to do—much as one 
would partake in a fad of the 
times.” 

“Because of poor planning 
the equipment is often so mis- 
used that it increases operating 
expenses instead of reducing 
them,” he added. 

Birnberg said that handling 
equipment is and always will be 
the second stage of yard effici- 
ency. Yard layout is and always 
will be the first step. 

With the proper location and 
lavout, then equipment can be 
efficiently used, he said. 
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to land more orders? Like 


DODGE REPORTS are individual building project 
reports. They’re mailed to you daily. You get REPORTS 
on just the types of building for which you carry mate- 
rials. They give you advance information on who's 
going to build what and where, in the area where you 
do business ... whom to see... when bids are wanted 


F. W. Dodge Corporation, Construction News Division 
19 West 40th Street, New York 18, N. Y., Dept. AL20 


Send me the book: ‘“‘How Material and Equipment Firms Get More Busi- 
ness in New Construction”, and let me see some typical Dodge Reports for 


my area. I am interested in the general markets checked below. 


[-] House Construction [] General Building 


~ 


[] Engineering Projects (Heavy Construction) 


Area 





Name 


Company 





Address 


City 


..who’s bidding... who gets the awards which offer 
you opportunities to get orders. 

When you use DODGE REPORTS, you always 
know what’s coming up. You concentrate on business 
you know will be profitable. If you operate anywhere in 
the 37 Eastern states, you need DODGE REPORTS. 


F.w. DODGE 


ia 
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Dodge Reports 


HELP 
BUILDING SUPPLY DEALERS 
GET MORE BUSINESS 
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Wood Cabinet Men Report Big Sales; 
Start Training School on March 27th 


Record enrollment is expected for fourth annual kitchen 


school in Chicago. Retail lumbermen invited. 


CuicaGo—Manufacturers of wood 
kitchen cabinets will present an op- 
timistic picture of their business to 
students at their fourth annual training 
school for kitchen specialists here, 
March 27th to April 2nd. 

More than 90% of the firms in the 
National Institute of Wood Kitchen 
Cabinets expect a sales increase this 
year, compared to 1959, according 
to a report by NIWKC manager Fred 
F. Montiegel. 

Sales of factory-built wood kitchen 
cabinets last year averaged 28% 
ahead of those for 1958, Montiegel 
said. 

Popularity of wood, new distribu- 
tion policies and less competition from 
built-on-the-job cabinets were given 
as reasons for the increase. 

The training school will be held at 
the Hotel North Park. It will offer 40 
hours of lectures and laboratory work 
in perspective, floor plan and eleva- 
tion drawing, kitchen planning, color 
and decoration, kitchen selling and 
related subjects. 

Record enrollment is _ expected. 
Montiegel said that lumber dealers or 
their employes planning to attend 
should apply immediately to National 
Institute of Wood Kitchen Cabinets, 
75 E. Wacker Drive, Chicago 1, Ill. 

FHA standards, At a recent 
NIWKC meeting, Curtis W. Crane of 
Mutschler Brothers Co. announced 
that FHA has invited the institute to 
submit recommendations for con- 
struction standards covering factory- 
built wood kitchen cabinets. 

The standards will be developed 
from the military construction stand- 
ards being prepared by the institute. 

He reported that the coding sys- 
tem devised by the group’s engineer- 
ing committee last year for cut-out 




















New Kitchen Cabinet 
Line is Announced 


Louisvi_te—Consider H. Willett, Inc., 
40-year-old manufacturers of fine furni- 
ture, have formed a_ kitchen cabinet 
division. 

Willett board chairman Ben Robert- 
son said that the new division will pro- 
duce birch cabinets of fine furniture 
quality at a price that would be com- 
petitive with the medium price field. 

Willett Manufacturing Co., a sub- 
sidiary, has acquired a plant in New AI- 
bany, Ind., for exclusive production of 
the kitchen cabinets. 

The cabinets will be made with Relvar 
finish, registered as Golder Beryl Birch 
Cabinet tops, bottoms and sides will be 
dovetailed joined. Frames will be dowel 
constructed. Wall units will have remov- 
able and adjustable shelves. 

Sales headquarters are at 3001 W. 
Kentucky st., Louisville. 


sizes for built-in appliances will be 
published soon. 

The cabinet makers also authorized 
a revision of their institute emblem to 
emphasize “factory-engineered qual- 
ity.” 

Almost all of the producers agreed 
that the trend toward larger sized 
kitchens will continue this year. 





Dealer Group Fights Wage-Hour Changes; 


Wants Bonds Interest Ceiling Removed 


WASHINGTON, D. C.—Trade asso- 
ciations of service and retail firms 
met here last month to map strategy 
for a solid front opposition to exten- 
sion of minimum wage-hour provi- 
sions to their industries. 

Among those attending was Herb 
Else of the National Retail Lumber 
Dealers Association. The closed-door 
meeting was called to organize the 
opposition and assess the legislative 
picture. 

House Speaker Sam Rayburn pre: 
dicted the House would go along with 
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liberalization of the Federal Mini- 
mum Wage Law this vear. But he 
did not say how far. 

President Eisenhower has __ re- 
quested extension of coverage to 
service and trade industries, but did 
not ask an increase in the minimum 
hourly wage from $1 to $1.25 as pro- 
posed by Democrats. 

Money business. In another move, 
the NRLDA has thrown its support 
behind the Eisenhower’s Administra- 
tion’s bid to remove ceiling on interest 
rates for long-term government bonds. 


In a letter to Rep. Wilbur D. Mills 
(D-Ark.), chairman of the House 
Ways and Means Committee, H. R. 
Northup, executive vice-president of 
NRLDA, said the boost in interest 
rates “is essential to maintaining a 
strong and active market for home 
mortgages.” 

Northup pointed out that the statu- 
tory ceiling on long-term bond _ in- 
terest rates forces the Treasury to 
turn to short-term bond issues to bor- 
row the money it must have. The 
Treasury must pay a relatively high 
rate for short-term loans, with the 
result that people have withdrawn sav- 
ings from institutions primarily cater- 
ing to the mortgage market, he said. 

Meanwhile, government housing of- 
ficials say that the mortgage money 
market has stabilized. FHA _ reports 
that the secondary market prices on its 
5%4 %, 25-year mortgages, with 10% 
down, held steady in December at 
$96.40 per $100 of face value of the 
mortgages. 

Federal Housing chief Norman 
Mason said “a great increase in the 
availability of loanable funds” will re- 
sult from rising incomes, repayment 
on consumer debts and less borrowing 
by the U.S. Treasury. 

Repayment of consumer installment 
debt for the nation in December was 
greater than the new debt incurred 


Discuss What's What 

LANCASTER, PENNA.—A program to 
help wholesalers combat the growing 
problem of misclassification in the 
building materials field will be held at 
the 13th annual convention of whole- 
sale distributors of Armstrong build- 
ing products, April 7-8. 

More than 400 wholesalers, guests 
and Armstrong people will attend the 
two-day affair. They will see the com- 
pany’s new ceiling products as well 
as hear new sales plans. 


Lumber Sales Set 
New Denver Record 

DENVER—Retail sales in lumber 
reached an all-time high here in 1959. 

Gross sales of $64,144,480 in 1959, 
compared to $56,623,838 in 1958 
represent an increase of $7,520,642, 
announced Ward Bushacher, manag- 
er of revenue, city and county of 
Denver. 

This represents the highest lumber 
sales for the city since the adoption 
of the city sales tax in 1948. 

Indications are for increased sales 
this year if past year’s figures are 
used as a gauge. Sales for the last 
six months of 1959 showed an in- 
crease of $3,429,966 over the first 
six months of the year. 

City sales tax is applicable only 
within the corporate limits of Denver. 
This figure does not include subur- 
ban metropolitan area, where one- 
third of the 900,000 population re- 
side. According to state tax reports, 
these areas showed an approximate 
20% sales increase over 1958. 
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Double sales build-up for 60! 





True Vinyl Counter Top 


True Vinyl Flooring 


BOTH STANDOUT SELLERS BY GOODYEAR! 


Two outstanding va/ues — packed with unique benefits for 
builders— plenty of profit opportunities for you! 


EvERGLEAM Counter Top offers all the handsome looks and 
long wear of highest-quality toppings—at a fraction of the 
cost/ 

Simple to install. So flexible it coves to sharp radii, makes 
perfect rolled edges or seamless edge facings. Available 
in many exciting styles and shades to enhance any home 
in ‘60! In 27"-, 36°- and 45°-wide rolls 


Famous Noscrus by Goodyear is the high-quality trve 
vinyl flooring that made history with its record-breaking 


Fine Vinyl Floorings and Counter Toppings by 


GOOD, 


Manufactured under U. S. Patent 2690590 and patent pending 
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Housing Starts 
Year (Thousands) 
1925 937 
1926 849 
1955 1,329 


1956 1,118 


Population 
(Thousands) 


Housing Starts 
Per Thousand Pop. 
9.09 


7 942 
j ? 5 


115,832 
117,399 7.2 
165,270 8.04 
168,176 6.65 


More Housing Can Be Produced Without 
Government Aid, Economist Says 


WASHINGTON, D. C.—The above 
production figures on houses built per 
thousand population in this country 
shows that houses were erected at a 
higher rate 35 years ago than in the 
mid-50’s. There was no government 
housing aid in the 1920s. 

Dr. Emerson P. Schmidt, director 
of economic research for the Chamber 


of Commerce of the United States, 
submitted the figures recently to a 
Congressional committee. 

“This unfavorable showing — for 
the government interventionist period 
causes One to wonder whether all this 
Congressional concern for housing was 
justified in the past 20 or 25 years 
and whether its continuation in the 
future is wise,” Schmidt said. 





Suggest Local Housing Agencies B ecome 
Slum Landlords, Act as Contractors 


WASHINGTON—Sweeping changes of 
Federal housing agencies are included 
in a  government-sponsored _ report 
prepared by Dr. Ernest H. Fisher, 
Columbia University housing econom- 
ist. 

Fisher’s recommendations, made 
at the request of Norman P. Mason, 
Housing Administrator, would reduce 
federal control over local housing au- 
thorities. 

It would consolidate the Housing 
and Home Finance Agency and _ its 
five related but independent branches 
into a single agency that would make 


all its grants and annual subsidies to 
each city in a single contract. 

Local agencies could then become 
landlords, mortgage lenders and home 
improvement contractors in cases 
where private builders could not af- 
ford to tackle slum clearance and 
urban renewal. 

Dr. Fisher said: “When an object 
becomes a menace to the public in- 
terest, private property rights in that 
object cease and its destruction de- 
prives no one of property. The public 
interest 1s paramount to any private 
property rights.” 


$3 MILLION CONSTRUCTION CENTER 
planned for Dallas, called Fleetwood 
Square. It will house 150 national man- 
ufacturers of building materials, includ- 
ing display and office space. There will 
be a private club, public restaurant and 
auditorium as well as exhibit facilities. 
Occupancy is planned for 1961. 





Home Improvement Racket 
On Long Island Disclosed 

New YorRK—FBI agents have ar- 
rested the president and 19 employes 
of the Kem Home _ Improvement 
Corp., Freeport, N.Y., for fraud. 

The government alleges that Kem 
and other firms have operated a “multi- 
million dollar” loan racket on Long 
Island. 

Loans backed by FHA were made 
by the firms for homeowners in excess 
of cash needed for the home improve- 
ment work, the government says. 

Homeowner customers would pay 
back the whole amounts of the loans, 
plus interest, to the banks. But por- 
tions of the excess loans were passed 
on to the homeowners in cash, after 
the contracting firms deducted hand- 
some amounts for themselves, it was 
alleged. The FBI said that the home 
owners assented to the frauds by ac- 
cepting their portions of the cash 
returns, 





Lumberyard Salesmen Vie for Cash Awards 


Early entries are examined above by 
Charles M. Gray, IBI manager; J. V. 


CuHicaAGO—A medical center roof in 
East Longmeadow, Mass.; a garage 
apartment remodeling in Haynesville, 
La., a house package in Pierceton, Ind., 
a church ceiling in Williston, N. D.— 
these are typical entries in the Insula- 
tion Board Institute’s Package Sales- 
man contest. 
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Jones, IBI president and C. F. Buck- 
land, IBI publicity chairman. 
Salesmen are competing for a $3,000 
grand prize and other cash awards in 
three separate contests. The contests 
are based on the salesmens’ written 


reports On new construction and re- 
modeling package sales. 

Winners of the first of the contests 
will be announced in the April 25th 
issue of “Package Salesman”, maga 
zine, which is inserted as an advertise- 
ment in American Lumberman & 
Building Products Merchandiser. 

Deadline for the next contest is 
May 1| and deadline for the third con- 
test is August 1. Details are available 
from Package Salesman, Box 5905, 
Chicago 80, IIL. 


Particle Board Group Formed 


WASHINGTON, D.C.—The for- 
mation of the National Particleboard 
Association was announced by David 
C. Greeley, president. 

The wood particle board industry 
has had its major development since 
1950. The process involves, basically, 
bonding wood flakes or splinters with 
resin under heat and pressure. Par- 
ticle board is used as core stock in 
furniture, in laminated plastic panels 
and other related uses. 
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“Just take a whack at a Bethlehem nail... 
and you'll see why | like them.” 


“Just take a ‘whack’ at a Bethlehem nail. The head won't fly off easily, and 
don’t lose time prying headless nails out of lumber. I’m a practical guy. At 
learned the hard way that cheap nails actually cost me more. That's why I'm 
on Bethlehem nails.”’ 

You can buy Bethlehem nails in a complete range of sizes, styles, and finishes 
bright, blued, cement-coated, and galvanized. And they're packaged in sturdy 50 lb, 
easy-to-use cartons. Also available in 100-lb cartons 

Bethlehem can make fast shipment of nails, staples, farm fence, steel fet 
barbed wire, baling wire, merchant wire, and bolts and nuts. Check with you 


distributor... or call our sales office nearest you 


BETHLEHEM STEEL COMPANY, BETHLEHEM, PA 


Export Distributor: Bethlehem Steel Export Corporation 


BETHLEHEM STEEL 
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New Products Mark Upson’'s 50th Birthday 


Lockport, N. Y.—Several new in- 
terior wallboards and other special 
panels for cornice soffits and trim, 
fascia boards and rakes were intro- 
duced by the Upson Company here at 
a sales meeting celebrating the firm’s 
50th anniversary. 

Special events scheduled for the an- 
niversary celebration include hosting 
civic groups, industrialists and com- 
munity leaders at a series of open- 
house inspection tours of the manu- 
facturing plant, board mill and offices. 

The firm was organized in 1910 by 
W. H. Upson, Jr. and Charles A. Up- 
son. Charles Upson was the first presi- 


dent. He was succeeded by his brother, 
W. H. Upson, in 1947. 

The first Lockport plant contained 
16,000 square feet. Today, there are 
over 300,000 square feet of floor 
space, spread over 23 acres. After the 
installation of new machinery in the 
firm’s first plant, two years followed 
before Upson processed board was 
marketed. 

The military of World Wars I and 
II used Upson products extensively for 
wartime building projects. During and 
after World War II, the company en- 
tered the manufactured homes field, 
supplying materials for prefabricated 








item Ne. 





110 Trellis 15/’x6’ 


48 ea 





109 Trellis 18/’x7’ 


24 ea 





104 Trellis 24/7x8" 


24 ¢ 





107 Trellis 24/7x8" 


24 ea 





216 Fan Trellis 6’ high 


36 ea 





[305 Pergola [7” high 


3 ea 6 ea 





303 Arch 642’ high 


5 ea 8 ea 





502 Fence 12/’x3’ 


48 ea 48 ea 144 ea 





509 Fence 18”x6’ 


12 ea 24 ea 





91620 Roll Fence | 16/7x20’ 


12 ea 12 ea 25 ea 





“Bonus Special” 
FM-10) Trellis 








12”x6" 


24 ea 48 ea 96 ea 





Total Retail Value $68.80 


$113.68 $281.88 $546.48 $1088.20 





Dealer Gross Profit $27.52 


$ 45.47 112.75 $218.59 $ 435.28 





Additional Quantity Discount 


8.46 $ 24.59 $ 65.29 





aler Net Cost $41.28 





$ 68.21 160.67 $303.30 $ 587.63 





Total Weight 123 Ibs 























185 Ibs 505 Ibs. 955 ibs 1930 Ibs 
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walls and ceilings. 

The Upson Research Center for de- 
velopment of new products was built 
in 1956. Besides many interior and 
general utility boards, the Upson Com- 
pany manufactures a combination two- 
in-one siding and sheathing %4” ex- 
terior board, primed coated siding, 
screened and vented soffits, fascia 
boards, and other wallboards for dry 
built construction. 


Firms Expand and Merge 


Dicks-Armstrong-Pontius 
Is Bought by Plough, Inc. 

MEMPHIS—Plough, Inc., maker of 
a variety of household products and 
drugs has acquired Dicks-Armstrong- 
Pontius, Inc., of Dayton, Ohio, pro- 
ducer of putties, glazing, caulking and 
sealing compounds. The transaction 
involved an exchange of 50,053 shares 
of Plough stock for all of the outstand- 
ing shares of D-A-P, reports president 
Abe Plough. 

D-A-P, with annual sales amount- 
ing to about $6 million, will be oper- 
ated as a wholly owned subsidiary of 
Plough under its household products 
division. 


* The 93-year-old Gilbert Lumber Co. 
of Smithville, Ohio, has been pur- 
chased by Paul A. Frank, Jr., of Ak- 
ron, Ohio. “We plan to continue the 
line of products associated with Gil- 
bert Lumber for almost 100 years and 
hope to expand our production in the 
near future to satisfy the industrial 
hardwood needs of northern Ohio,” 
Frank commented. 


* Simpson Timber Co. of Seattle has 
announced plans for the construction 
of a forest products research and de- 
velopment laboratory on a _ 10-acre 
tract in Overlake Park, near Bellevue, 
Wash. Ground-breaking will take place 
this spring with operation planned 
this fall. The laboratory will be 
staffed by 40 scientists, technicians 
and project specialists and will serve 
21 production plants. 


MODERN, NEW PLYWOOD PLANT of 
Pickering Lumber Corp., Standard, Callif., 
will have 121,600 square feet of floor 
area and a yearly capacity of 60 million 
square feet of plywood. Initial produc- 
tion will begin with white fir sheathing 
plywood. Output will be increased dur 
ing the year to a three-shift basis and a 
crew of 175 employes. 
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Good folks 
to do 
usiness with! 


ao” ee 
tl 4/4 maa ; 2 The folks on the Texas and 
“ff Pacific range are lumber-handling 
specialists. They pet and pamper 
carload shipments from one end of 
the T&P trail to the other. 


es a . Las 
Oo”, LE 
W tp 


Helping lumber manufacturers, dealers 
and brokers is IMPORTANT BUSINESS 
on the T&P. All T&P ranch hands keep a 
- sharp eye on lumber shipments, nursing 
them along with the kind of thoughtful 
service that helps to keep satisfied cus- 
tomers satisfied. 

Your nearest Texas and Pacific traffic trail 
boss knows the kind of transportation 
treatment you need ... and he’s proud 





to serve you. 
Give your nearest T&P traffic range hand 
a call and he'll come galloping over 

the hill in a big hurry. 


Your Reliable | 
TEXAS IC RAILWAY 


ABILENE, TEXAS OR 4-7036 DALLAS, TEXAS RI 1-6533 LOS ANGELES, CAI MA 9-3156 SAINT LOUIS, MO CH 1-7060 
ALEXANDRIA, LA. 4453 DETROIT, MICH TR 2-6665 MEMPHIS, TENN JA 6-5717 SAN FRANCISCO, CAL. SU 1-4612 
ATLANTA, GA. JA 4-1712 EL PASO, TEXAS KE 3-1436 NEW ORLEANS, LA JA 5-625] SHREVEPORT, LA 2.3155 
BIG SPRING, TEXAS AM 4-554] FT. WORTH, TEXAS ED 6-2363 NEW YORK, NEW YORK RE 2-0334 

TEXARKANA, TEXAS 2-6101 
BIRMINGHAM, ALA AL 1-4132 HAVANA, CUBA A-8652 OKLAHOMA CITY, OKLA. CE 2-7295 
BOSTON, MASS LI 2.6195 HOUSTON, TEXAS CA 4-2320 PHILADELPHIA, PA PE 5-2737 
CHICAGO, ILL. RA 6-0313, 6-0506 KANSAS CITY, MO VI 2-5129 PHOENIX, ARIZ AL 3-0214 WASHINGTON, D.C. NA 8-1484 
CINCINNATI, OHIO MA 1-1142 LITTLE ROCK, ARK, FR 2-1285 PITTSBURGH, PA AT 1-1505 WINSTON-SALEM, N. C. PA 2-6304 


TULSA, OKLA CH 2-4681 
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Now...expensive random 


Li Nw! 


Blendwood is an 
exclusive PlyWelsh 
process... patent 
applied for 


New Blendwood paneling by PlyWelsh 
looks like custom installation 


to sell at a low price, it has the famous Bruce factory 
finish for beauty and durability. This finish prac- 
tically insures mar-free installations by anyone. 
Stock this new wall paneling now for extra sales in 
the economy market. It looks good ... sells well... 
and it’s a PlyWelsh “exclusive”. Write for informa- 


Here's a new idea in wood paneling ... created by 
a special PlyWelsh process. Blendwood paneling 
is 4’ x 8’ plywood of genuine hardwood. Each “plank” 
created by the random width grooving is stained a 
slightly different color from the “planks” on either 
side. The effect is one of expensive custom paneling. 
And even though PlyWelsh Blendwood is designed tion, or contact your distributor. 
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appearance at lower cost! - 


4 
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PLYWELSH 


Blendwood 


Prefinished Paneling 


WELSH PLYWOOD CORPORATION, AER Gen. ee 
Subsidiary of E. L. Bruce Co., 1218 N. Hollywood, Memphis, Tenn. The finish won't ch ip off : 





what's the PRICEP 


Wide price spread on some items and very narrow spread on 
others is an interesting market sign apparent in this issue of 
“What’s The Price?” Seldom in the year and one-half history of 
this price report has it been so apparent some dealers delight in 
“giving” their materials away. Apparently in this winter season 
with small building volume, some dealers are striving to gain 
contractors’ business with low prices, hoping that when volume 
rises in the spring they can hold the customers thus developed. 

Fir plywood items are among those dealers appear to be using 
as price leaders. Note, for example, 4%” AD Int., offered to con- 
tractors on the west coast at $90, a fair contractor price in the 


Pacific Northwest; the same item 


in the West North Central 


area (zone 6) is selling a $99.50 and in the East North Central 
area (zone 4) at $105, hardly enough to cover cost of doing 
business, let alone pay the freight bill. 


LUMBER: 
Douglas fir: 
Dimension: 
Std. & Btr. green R/L 2x4 
Std. & Btr. dry R/L 2x4 
Std. & Btr. green R/L 2x10 
Std. & Btr. dey 2x10 R/L 


West Coast Hemlock, White Fir: 
Dimension: 
Std. & Btr. dry R/L 2x4 
Std. & Btr. dry R/L 2x10 


Western Pines: 
Boords: 

No. 2 & Btr. dry 1x8 R/L SAS or shiplep 

No. 3 & Btr. dry R/L 1x8 S45 e- shiplop 


Southern Pine: 
Dimension: 
No. 2 & Bt. dry R/L 2x4 
Ne. 2 & Bir. dry R/L 2x10 


Boords: 
No. 2 & Bir. dry R/L 1x8 S45 or D & M or 
shiplep 


Hardwood Flooring: 
Select Ook 25/32” x 2'4’" Plain sowed 
Ne. | Common Ook 25/32" x 2's"" Ploin sowed 


Interior Softwood Paneling: 
No. 2 Ponderose Pine R/W 


Wood Siding: 
Redwood Clear All Heart bevel siding 3/4"x10" 
“A" Cedar bevel siding 3/4°"x10" 


Wood Shingles: 
Cedar shingles 5/2 #1 16" ~ 5X 


PLYWOOD: 


Fir, 1/4" DFPA-AD interior glue 
Fir, 1/4" DFPA-AD exterior glue 
Fir, 3/8" DFPA-CD shecthing interior glue 
Fir, 1/2" DFPA-CD sheothing interior glue 
Fir, 5/8" DFPA-CD sheathing interior glue 


—— 
MILLWORK: 
Phil. mahogany (Lovon) flush door 
1-3 /8""-2-6x6-8 
Birch flush door 1-3/8" - 2-6x6-8 
Double hung window unit 2-4x4-6, set up. 
___glezed weotherstripped ond balanced 


BUILDING MATERIALS: 


Outside white paint, first grode 
8d common steel nails 
| woe! insuletion, full-thick bott 
c g Tile 12"x12" 
1/2” insuleting bwilding board 
25/32" inseleting shecthing 
3/8" gypsum wallboord 
1/8"’ tempered hardboard 
215¢ thick butt espholt shingles 








Current Retail Price Range 
Retail prices to typical one-house contractors, based on current American Lumberman reports received from leading dealers 


Zone 1 | 
} 


Zone 3 Zone 4 Zone 5 | 
South 


Atlantic 


Zone2_ | 


Middle } 
Atlantic 


North 


Atlantic Central 


Central 


High Low High Low Low 
ee oe $ $ 


| 


| 
Lew High High Low High 
$ $ $ $ | 


| 147.50 160. 
152.50 155. 
152. 160. 
155. 157. 


160. 


6. J 10.68 
1. 7.90 80 14.81 


27. 23. 26.50 
+ + + + 


7.41 6.50 7. 
16.75 . 15. 
85. 1S. 78. 
150. 180. 

110. 

185. 

60. 
138.75 | 
7.75 | 


7.50 

14.75 | 
80. | 
220. | 
9. | 
40. | 
| 


7.35| 
13.50} 
75. 

140. | 140. 
90. | 86. 
147.50} 135. 
54. | 57.50 
112.50} 120.50 
8.85; 8.95 


6.05 
13, 


60. 
122. 
9.25 


East North East South | West North 


Lew 


Zone 6 


Central 


Lew 


High 
$ $ 


11.15 | 
13.88 | 


6.80 
9.60 


Zone 7 | 
| 


High 


West South | 
Central 


je 


| 


| Low 


$ 


7. 


| 106.20 
| 117.20 


Zone 8 


Mountain 


High 


| how 
$ $ 


| 156.50 2: 


17.50 __ 


54. 
100. 


8.10 9.65 | 


45. | 
8.50 | 


7.62 
11.10 


17.22 


6.80 
15.30 
63. 
149, 
85.20 
141.20 
52.40 
108.20 
9.47 


6.29 

12.50 
e 58. 
288. 130. 
102.50; 85. 
169.50; 75. 
67.50; 55. 
130.88 | 100, 

12.90} 8.85 


Zone 9 
Pacific 


High 
$ 


68. 
215. 
9.95 
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MAILBOX 


Cash-Carry Pricing 


To The Editors: 

We have cash-and-carry prices and 
charge prices. Our stock of hardware 
and paint is about the same as other 
dealers. Do other yards set a cash-and- 
carry price as well as a credit price on 
small sales out of the hardware depart- 
ment? 

For instance, when a customer buys 
a 30¢ item, do you give a cash-and- 
carry price? We have considered a lim- 
it below which the cash-and-carry price 
would not be used; but that has its 
drawbacks because it would have to be 
included in our cash-and-carry adver- 
tising. 

Tom A. Nowlen 
Nowlen Lumber Co. 
Benton Harbor, Mich. 


A.L.’s Answer 

We do not know of any dealer who 
sets a limit below which a cash-and- 
carry price would not be used, as you 
suggest. Perhaps some of our readers 
will tell us if they do. 

A decision to set a cash-and-carry 
price on any item should probably be 
based on (1) the handling costs of the 


item and (2) the potential volume sales 
by individual customers. 

The experienced cash-and-carry deal- 
ers would use the above criterion rath- 
er than basing the decision on the price 
range of the item itself, or whether it 
is hardware or building materials. 

Some items which sell for a few cents 
can be very costly to handle and a 
higher cash-and-carry discount can be 
applied and still retain a profit. 

Building materials, rather than hard- 
ware, generally are in this category. 

Some dealers segregate their cash- 
and-carry merchandise in the yard and 
store, as well as in their advertising. 
This can take the form of a cash-and- 
carry department, cash-and-carry “‘spe- 
cials’—or a separate cash-and-carry 
yard. 

The most profitable cash-and-carry 
yards, to our knowledge, are those de- 
voted exclusively to this form of busi- 
ness. This does not mean that every 
item in the cash yard is lower than a 
comparable item in a _ conventional 
yard; compensatory pricing must be 
applied whether an item is sold for 
cash and carry or for credit and de- 
livery. 

It is conceivable that because a cash 
yard’s overall cost of doing business 
would be lower, every item in it can be 
reduced as compared to the conven- 
tional dealer’s price. But in actual prac- 
tice this need not be so. This is why the 


100% cash-and-carry dealer has an ad- 
vantage over the dealer who carries 
both a cash-and-carry price and a 
charge, delivery price on the same mer- 
chandise from the same store 





GEORGE HAVILAND, sales manager of 
Abesto Mfg. Co., tells Sgt. Al Hartman 
of Indiana State Police about disap- 
pearance of the Abesto duck. 


Case of the Missing Duck 


MICHIGAN City, IND.—The Abesto 
Manufacturing Co. has lost its duck, 
the firm’s trademark for 27 years 

Posters announcing rewards for lo 
cating the duck will be available for 
lumber dealers as part of a spring 
store promotion, according to George 
Haviland, sales manager. 

lo help dealers find the duck, cut- 
outs of the trademark will be placed 
at random in shipments of Abesto 
roofing adhesives and building pro- 


tectives. 





For floors, 
furniture 
paneling 


ATERLO 





is J 


WATERLOX 


TRANSPARENT 


Clear Sealer 
and Finish 
MADE FROM TUNG Oit 
| ae ie 





Can’t be hurt by 


Moisture! Boiling Water! 


Alcoholic Beverages! 


Waterlox Transparent is a clear sealer and finish 

made from specially processed tung oil. It pene- 

trates as much as 42” into hard maple, actually 
becomes part of the wood. Moisture is sealed out. 
The natural beauty of the wood grain is emphasized. 
Three coats produce a fine medium gloss finish. Use 
Waterlox Natural Satin as a finish coat if a soft lustre 


is desired. 


ATTACH THIS AD TO YOUR LETTERHEAD for free one-pint 

sample of Waterlox Transparent, free 7” x 8” sample of maple 

flooring finished in Transparent or Gym Finish, free 16-page 
booklet “Natural Wood Finishes with Waterlox”. 


closest to a permanent clear wood finish! 


WATERLOX DIVISION, THE EMPIRE VARNISH COMPANY « 2638 East 76TH STREET. CLEVELAND 4, ONIO 
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DEALER SALES CONTROL 
: (See Page 5) 
at 23 K 12th Street during Bhenreiter’s . . . 


SPECTAL OPEN HOUSE} ce sews 


(SOURS: FRIDAY sed SATURDAY 2:40 om, tobi jun. SUNDAT 1:90 pun, to 280 p.m, PAPER ads supple 
ee mented by radio 
i Pt Tr spots and smaller 
teaser ads aroused 
interest in the 
open house re- 


Mere rf . modeling, the first 
UMBER COMPANY in Sichorens his 


tory. 


tan be 








‘New House 


BEFORE - AND - 
AFTER EXTERIOR, 
showing change 
made in entrance 
and window treat- 
ment. 











A NEW "HOME 
LO ADDRESS 
invited fo v s REMODELED HOME 
7. SUN NOV. 2 20-21-22 
SPM Donitmissit’ 
1.CO.“EBEWREITER LUMBER CO 





* Big-time promotion of complete 
house remodeling by Wisconsin 
lumber dealer pulls 3,000 to an 
open house on a bad weather 
week end. 


Result: several big jobs sold and 
plenty of good publicity for pio- 
neering a new type of lumber 
dealer promotion in his community. 


¢ Any dealer could do the same. 


at Old Address’ 


ANY PEOPLE would like a new home but never 

buy one for one reason or another. Sometimes it’s 
beyond their means and sometimes they hesitate to move 
from a neighborhood and residence that’s always been 
home. 


That was the problem of Mr. and Mrs. John Heitzman 
when they visited the Ebenreiter Lumber Co., Shebogan, 
Wis. last fall. Their house was almost 50 years old and had 
always been occupied by the Heitzman family. It was a 
jumble of small rooms, dimly lighted. The Heitzmans 
thought something should be done. Originally, it was their 
idea to expand just the living room. 


But president Bob Ebenreiter and his staff saw this as a 
good opportunity not only to answer the Heitzman require- 
ments for better living, but as a promotional tool for an 
open house that would show people how they could have a 
“new house at the old address” at a cost far below a new 
home. 


The plans were drawn and the entire first floor re- 
modeled in five weeks while the Heitzmans lived on the 
second floor. The inconvenience to the Heitzmans was 
considerable, but they benefitted by some cost concessions 
by Ebenreiter in exchange for open house privileges. 


Three weeks before the open house last November, a 
program of teaser ads and radio spots blanketed the area 
These included newspaper display ads with “before-and- 
after” shots of typical rooms. The three-day open house, 
despite a severe snow storm, drew about 3,000 people 
Product literature and lead slips were available to inter- 
ested prospects. 

Several big jobs can already be traced to the open 
house. Among them another complete house remodeling 
job which will cut a 14-room house to six rooms; a $16,000 





DINING ROOM 


LIVING ROOM 








— 


' PORCH 2 
| ae — 


BEFORE 














KITCHEN 


ape 


{ .. 
OVEN | REFRig 














DINING ROOM 








LIVING ROOM 


3 


' 











VIEW FROM KITCHEN 
DOORWAY into the front 
area of house, before 
and after. 


WALL WAS REMOVED 
between living room and 
sunroom to give more 
living space. New win- 
dow units were installed, 
others lowered to eye 
level. 


new house job by a visitor impressed by the carpentry 
work done by Ebenreiter’s contractor; also several kitchen 
jobs 

Ebenreiter plans another remodeled open house this 
spring. This time the emphasis will be on the exterior, 
possibly an added room 

What was done. Exterior walls were stripped of old 
lath and plaster. Windows to be relocated were modernized 
with the addition of weatherstrip and sash balances. New 
window units were installed. A new closet and vestibule 
were built. Siding was patched where necessary and the 
exterior was ready for the painters. All exterior walls were 
insulated on the inside with blanket-type insulation 


28 


Converting many small rooms into one major living 
area was handled by removing a wall between the old 
living room and the old sunroom and the wall between the 
old living room and the small bedroom. A triple Thermo- 
pane and double-hung units were installed in the front 
wall and a triple sash unit consisting of three 24 x 24-1 lite 
stationary sash, originally installed high in the wall, was 
lowered to eye level. 

The wall between the dining room and existing bedroom 
was moved to permit the installation of a large wardrobe 
in the bedroom. The old entrance from the bedroom into 
the bathroom was closed and the new bath entrance was 
incorporated into the wall in the new location. Old bath 
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NEW FURNISHINGS and 
lighting give a new look 
as seen in before-and- 
after views of sun room 
into dining room areas. 


REMODELED KITCHEN in- 
cluded new cabinets, 
built-ins, floor covering 
and closing off pantry 
opening. 


fixtures were removed and up-to-date fixtures installed 

In the kitchen, the only basic change was the conversion 
of an old-style pantry into a walk-in storage closet acces- 
sible from the stair hallway. A new window was installed 
in the dining area of the kitchen over the new sink. Modern 
kitchen cabinets were installed along with an electric 
built-in range and oven, hood, fan and _plastic-covered 
countertops. 

All wall and ceiling areas were covered with 42” Sheet- 
rock with joints taped and filled plus a texture and prime 
coat of paint. New modern wood trim, flush doors and 
hardware were installed throughout the entire first floor. 

Plastic wall tile was installed in the bathroom and vinyl 


floor tile was laid in the kitchen, bathroom and vestibule 
Remaining rooms were carpeted wall-to-wall. 

The entire first floor was completely redecorated and 
furnished with the help of an interior decorator so that 
heirloom pieces blended with new furniture and accessories 
Valance lighting was installed over the old triple sash unit 
in the new living room. A folding door completed the 
vestibule-closet opening. 

The problem of the gloomy rear entry hall was solved 
by replacing the old rear door with the old front door with 
a long lite of glass 

All electric wiring was modernized and the heating plant 
was converted into a modern forced air system 
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SKIL 


— SKIL Snap/Loc 


6 GRINDE 








SNAPS ON OR OFF %-INCH DRILLS IN 3 SECONDS! 


No time wasted using screwdrivers, wrenches, bolts or clamps 


PERFORMANCE EQUIVALENT TO % H.P. GRINDERS! 


Practically stall-proof for most home workshop and repair jobs 


Fits more than 5 million %-inch drills now in use 


EVERY HOMEOWNER who owns or buys a current model 
4-inch drill is a prospect for 


Add the that 


rills and saws in popularity and the 


Skil or Black and Decker 


this sensational low-cost grinder! fact 
grinders rank with 


Model 22512 should be the hottest selling Snap/Lock tool 


WW! 


yt al 


Y%H.P. PERFORMANCE! Nothing anywhere near the 
! Snapped onto a Skil 14-inch drill, 


rice can touch 
t’s next to impossible to stall on most home workshop 


Performance is comparable to a 14 h.p. bench 


grinder, takes full 6” (not just 4”) grinding, buffing and 


wire wheels. 


OUTSTANDING QUALITY FEATURES include two over- 


size dust-sealed, self-lubricating bearings that absorb 


grinding “‘load”’ (drill delivers power only), built-in spark 


arrestors, adjustable tool rest, eye shield. 


QUICK TURNOVER at just $16.95 (less drill) complete 
with 6” grinding wheel. And you get your full profit mar- 
gin regardless of quantity. Call your wholesaler today. 


Or mail coupon at right for complete information. 


LINE 
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Model 22512 





BUILD SALES OF COMPLETE MATCHED SETS.. 
stock and or the full = of Skil Snap/Lock Tools! 


SKIL CORPORATION, Dept. ACT-20 
5033 Elston Avenue, Chicago 30, Ill. 


Please rush complete information on the new S 


Sonoran ‘ die Sew Grinder and other 500 Line Tools. 
P ' 5° Saw = $16.95 


Only $16.95 


a is ne 
Orbital Sander ae Sy ae. 
’ Company 


Only $16.95 ae 
<<" Hedge Trimmer 
Only $19.95 So 


HURRY! Mail coupon or call your wholesaler today ! “a City 
| 





Left above, roof extension to cover patio and provide weather protection from garage. Right above, is 


SMALL JOBS 


low-cost home being repaired for rental; last year porch repairs were made to the same house and 


year before a new roof was installed, each job running around $1,300. 


Dealer's Crews Remodel Up to $7,500; 


Result: Calcasieu Lumber Co. last year sold 124 jobs ranging 
from $5,000 to $22,000 and got plenty of contractor re- 


modeling business besides. 


OW YOU CAN HANDLE the 

complete job—including labor- 
without getting your contractors mad 
at you? That problem, usually more 
imagined than real, has kept a lot of 
dealers from contracting the whole 
job in new and remodeled homes. 

The Calcasieu Lumber Co. in Aus- 
tin, Tex. has solved this problem to 
the satisfaction of themselves and 
their contractor customers by estab- 
lishing a dollar ceiling on the jobs 
they will handle with their own crew. 

Right after World War II, when 
contractors were too busy to take 
small jobs, Calcasieu started its home 
improvement program in a small way 
by handling home repair jobs as a 
service with two full-time carpenters. 
To avoid offending contractor cus- 
tomers, a ceiling of $500 was placed 
on each job. 

This service wasn’t advertised ex- 
cept by word of mouth for several 
years. The ceiling was later raised to 
$1,500 to take care of the FHA Title 
I market, then to $5,000 and cur- 
rently $7,500 is the top 

“IT don’t think we have lost any 
desirable contractor business because 
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of our home improvement depart- 
ment,” comments Raymond H. Dear, 
general sales manager. “In fact, in 
many cases the contractors advise 
their customers to call us for this 
type of work. 

“Another reason we enjoy good 
contractor relations is that we have 
found that small jobs, if they are well 
done, bring large job prospects. The 
large job prospects are handled by 
our building material salesmen, who 
help close the sale. for a contractor 
customer.” 

Busy department. Last year Cal- 
casieu’s home planning department 
handled 124 home improvement jobs 
ranging from $5,000 to $22,000 in 
contract value. Some of the jobs 
handled through their contractor cus- 
tomers have run much higher. 

One job last year ran $27,000; the 
original house with lot, built less than 
10 years ago, cost $23,000. 

“At first glance, remodeling our 
house would seem like a waste of 
money,” admitted homeowner James 
W. Harman, an electronics engineer, 
who added soundproof studios to his 
home. “But we spent several months 


looking at sites and studying con- 
struction costs. We found that land 
values have risen considerably since 
we bought our house and none had 
as good a lay as ours.” 

The $27,000 job included the fol- 
lowing improvements: garage conver- 
sion into an activity room; converted 
living room into a dining room; added 
utility room, living room and jal- 
ousy-enclosed porch; hobby — shop, 
completely sound-proofed for record- 
ing purposes and a two-car garage. 

The trend toward remodeling some 
of Austin’s older mansions has also 
resulted in some sizeable jobs. How- 
ever, in contrast to these big con- 
tractor jobs, Calcasieu handles many 
smaller jobs itself with its own crew 
of 14 carpenters and laborers and two 
crew chiefs. 

Each crew chief is not only a good 
salesman, but is responsible for su- 
pervision of Calcasieu’s own men and 
sub-contractors as well. Calcasieu’s 
carpenter mechanics are paid a min- 
imum rate for the first hour on the 
job or any part thereof; additional 
time is at the rate of five-sixths of 
this minimum rate for small re- 
modeling jobs. Total pay for each 
mechanic on each small job is noted 
on the work order. 

“In this way,” explains Dear, “each 
job becomes piece work with the me- 
chanic subcontracting the labor for a 
set fee agreed upon with the crew 

(continued on page 34) 
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BIG JOB Homeowner found it cheaper to spend around $27,000 to convert this house te suit his requirements than to 


build new, although the original house, including land, cost him only $23,000. Another recent remodeling job 
sold by dealer was $22,500 modernization of 28-year-old colonial house in Austin. 


Bigger Jobs Passed to Contractors 
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DIRECT-MAIL PIECE announcing home improvement services included tear-off postcard with check list of needed improvements. 
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chief. This arrangement makes the 
mechanic his own boss insofar as the 
time required to complete the job. 

“This procedure also eliminates 
clock-watchers and is saving us the 
many return trips that could be re- 
quired to finish a few minutes of 
work on small jobs, left incomplete 
because of quitting time. Our me- 
chanics like this arrangement and they 
often work as late as daylight allows.” 

Under the Calcasieu system car- 
penters are not paid for time spent 
correcting sloppy work. Call-backs for 
corrections are done on the contrac- 
tors own time. 

Satisfied customers. Immediately 
after the job is completed, a_part- 
time man experienced in both sales 
and construction checks the job and 
writes a report, which summarizes 
the work performed, customer’s re- 
action and his own estimate of the 
workmanship. 

“No. better advertising can be 
bought,” claims Dear, “than this per- 
sonal interest in your customer.” 

Comprehensive forms covering bid 
proposals; cost summary sheets, which 
are supplied free to all contractor 
customers; work orders and daily call 
reports are used to provide a con- 
tinuous study of each job as it pro- 
gresses and as a file for permanent 
reference. 

Calcasieu keeps a staff of six drafts- 
men, mostly University of Texas ar- 
chitectural students, busy on a full or 


DRAFTSMEN ARE BUSY at Calcasieu 
Lumber Co. mainly on new house con- 
struction, but they also do remodeling 
sketches. Joe L. Koinm, drafting room 
chief, gives a pointer to one of his young 
draftsmen. 


part-time basis under the direction of 
Joe L. Koinm, a veteran of 25 years 
experience in the building materials 
field. 

“Getting the job finished promptly 
is about as important as good work- 
manship,” adds Dear. “We have es- 
tablished customers who call back and 
want the same man for another job.” 

One of the major problems has 
been a shortage of skilled mechanics 


Hiring and training apprentice car- 








Announcing— 


Pickering “GOLD PLY” Plywood 


Pickering’s new 
have 121,600 sq. ft. of floor area 
000,000 sq. ft. of plywood a year. 


ened during the 


Let us tell 


Standard, California 


MILLS: Pickering Lbr. Corp 
West Side Lbr. Co. Div 


Telephones: Sonora JE 2-7141 
Tuolumne WA 8-4213 





Pickering’s New, Modern Plywood Plant Under Construction 


In the near future, Pickering customers will be able to order “GOLD PLY” 
White Fir Plywood in straight cars o1 
“Gold Medal” lumber products—Sugar Pine, Ponderosa Pine and White Fir 


ultra-modern plywood plant, now 
nearly 
Initial production will be White Fir sheathing plywood. Output will be broad 
year to a three-shift basis with a crew of 175 people. 


you more about Pickering “GOLD PLY” 


PICKERING LUMBER CORPORATION 


(Near Sonora, Calif.) 
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ACOUSTICAL CEILING is being installed 
to convert sun porch to combination bed- 
room and high-fidelity listening room. 
Earlier kitchen remodeling job at this 
house, including full complement of 


builtins, ran $3,800. 


penters in remodeling work has prov- 
en the best solution. Guaranteed year- 
round employment and fringe benefits 
not available on contractor jobs have 
helped build the crew. 

Newspaper promotion. Calcasieu 
no longer keeps quiet about its home 
improvement services. It takes size- 
able newspaper space. Copy for one 
heavily-illustrated display ad read: 

“Calcasieu’s Home Improvement 
Department is ready to help you ar- 
range every detail involved in your 
home improvement project from pre- 
liminary sketches right through to the 
finished job—materials, labor, plumb- 
ing, wiring, painting—everything that 
is required. And if you desire, your 
home may be financed on convenient 
budget terms with no down pay- 
ment.” 

Projects like 
and add-a-room have been 
for low-down monthly payments. 
Some 7,500 stuffers describing how 
the Calcasieu Home Improvement 
Department works were mailed with 
a return postcard listing 27 remodel- 
ing ideas. Austin National Bank has 
promoted remodeling on TV, using 
building materials from Calcasieu fot 
props with appropriate credit 


kitchens 
featured 


remodeled 


Sales Incentive 


Calcasieu’s full-time home improve 
ment salesman and two crew chiefs, who 
also sell, work on a straight salary, but 
various types of incentive plans are under 
consideration. 

Affixed to the wall near the desk of 
Raymond H. Dear, general sales manag- 
er, is a Prospect Tally Sheet, which is 
sometimes used as an incentive for a 30 
60 day contest. Each salesman is credited 
25¢ per name for each new home or re- 
modeling prospect. The salesman submit- 
ting the most names receives $25. 

An off-shoot of this contest, which 
stimulated a lot of interest, worked this 
way: 25¢ for each prospect’s name for 
24 names and $4 for the 25th name. 
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“Advertising in 2 Yellow Pages directories under 8 different 
headings brings walk-in and phone-in business ” 


says Millard S. Moore, President, Besson & Co., Dobbs Ferry, N. Y. 


“We're great believers in local advertising. It reaches the people 


we want for customers. And the best way of reaching the best 


prospects in our 10-mile selling radius is the Yellow Pages. We 


use 2 classified telephone directories (White Plains and Tarry- 
town) to cover our whole area. And we advertise under eight 
different Yellow Pages headings to make sure do-it-yourselfers 
and contractors know about all the materials we feature.” 


Choose from scores of classifications of building materials in the 
Yellow Pages to pinpoint exactly what you want to sell. Choose 
from a number of Directories for nearby localities to reach your 
entire selling area. Call the Yellow Pages man at your Bell 
telephone business office. He'll gladly plan your Yellow Pages 
AWHERENESS program. 





EST. 1835 


“BESSON & CO. 


LUMBER 
BUILDING MATERIALS 


Cypress Plywood 

Calitornia Red Wood Windows - Doors 
Weyerhaeuser 4 Square Pine Insulation 

Fencing - Du Bois Specialist Woed Paneling 


MASON’'S SUPPLIES —FUEL OIL 


OWens 33-0026 wuss. cosss see 


Nights, Sat, Sun. Call OWe 3.1440 
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Find Us Fast 
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| Yellow rages 


ia Ki : 











February 29, 1960, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 


2 DIRECTORIES! 8 HEADINGS! Display ads and list 
help the Besson Co. sell a wide v: iriety of s aioli: s 


Display this sales-building emblem wherever your prospects can see it. 
The Yellow Pages representative will gladly supply as many as you need. 
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THE LUMBER STORE WITH BUTTERFLY ROOF—Showroom is post and timber framing with 3” lumber roof deck exposed as finished 
ceiling. Adjoining 52’ x 48’ lumber shed is a mill-constructed Pennsylvania white-washed barn in exterior appearance. 


Store-Shed for 5-Man Staff 


ITH THE AID of architect James N. Lindenberger 
lumberman Mark Seibert and his wife have created 
what many dealers dream about—a pocket-sized, modern 
Home Center store and yard designed for a staff of five 
: ‘ P oer ‘ people, including management. 
. & & 
Here's the most attractive retail building in Located in suburban Lancaster, Penna., near a main 


Lancaster, Penna., new home of the Seibert highway, the 32’ x 64’ store and the 48’ x 40’ shed ad- 
join each other, with a double door between the two 
Lumber Store. sections. The shed has two 6’ overhangs to make an 18’ 
balcony on each side for storage. 
* It's a dream store which was designed to Seibert’s inventory includes about $10,000 of lumber 
and building materials plus $15,000 in hardware, paint, 
electrical fixtures and specialties. 
urban homeowner mart with limited inven- Opened last October, the sales goal is $100,000 for the 
first year. Considering that the store was Opened in mid- 
winter, sales are measuring up to expectations, Seibert 
. ‘ reports. Eventually, sales should come up to several hun- 
* James N. Lindenberger, architectural con- dred thousand dollars a year and by using outdoor storage 
it could even be higher. 
Seibert has an advertising budget of 4% of projected 
the store for Mr. and Mrs. Mark Seibert. sales, far above the ean. og aa go even higher,” he 
said. About half of this is for direct-mail. The balance 
goes for newspaper insertions, telephone directory ads, etc. 
Prototype? Too many smartly designed Home Center 
stores have been for large dealers. The “Lumber Store 
With the Butterfly Roof’ may be a prototype for an in- 
dependent dealer with limited means who wants the finest 
store available for consumer trade. Mark Seibert is prob- 
ably the ideal man to pioneer good design for the small 
merchant 
DEALER SALES CONTROL He has a long business history both as a dealer and as 
See page 5 (continued on page 39) 


fit the needs of a neighborhood or sub- 


tory and a small staff. 


sultant to American Lumberman, designed 
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CONSTRUCTION DETAILS 


Sales area: 1,872 sq. ft. in retail store plus 
1,920 sq. ft. in warehouse for consumer lumber sales plus 
1,728 sq. ft. of storage on balcony in warehouse 

Office area: 176 sq. ft. 

Design: James N. Lindenberger, architect and consultant to 
American Lumberman 

Structural Engineers: Nelson, Ostrom, Baskin and Berman, 
Chicago, Il. 

Interior design: James N. Lindenberger, architect and consult 
ant to American Lumberman & Building Products Merchan 
diser 

ype of construction: Store: Post and timber beams 
house: Post and timber beams 

Exterior finish: Store: Openings between posts filled with 


Ware- 





BUILDING MATERIALS SALES “BARN” is designed for homeowner self-service. 
Sliding barn doors on upper deck provide access to balcony storage. Ground- 
floor doors slide open for pickup bins, as pictured. All lumber and sheet 


goods are priced by the piece to save selling time. 


glass and 2” x 4” stud panels. Warehouse: 2” x 6” studs 
16” o.c. w/%2” pregrooved Homasote painted 

Floor finish: %” asphalt tile light grey on 5” reinforced con 
crete slab 

Roof: Store: r & G fir plank deck w/1” rigid insulation 
and 4 ply built-up tar roof with a white crushed stone. Ware 
house: 2” x 10” joists @ 16” o.c. on 8” x 14” timber beams 
%4’" diagonal sheathing and roll roofing 

Interior walls: Store: 58” Sheetrock painted 
posed studs 

Doors: Store: Entrance doors: 44” plate glass in aluminum 
frames. Interior doors: Flush panel wood doors. Sliding alu 
minum doors with 4%” plate glass between store and con 
sumer lumber sales area. All warehouse doors are custom 
built sliding wood doors 

Windows: 14” plate glass set into custom built frames 

Insulation: 2” batts in all exterior curtain walls. 


Warehouse: Ex 


DGUBLE-DOOR and window combine the store 
and shed. Lumber customers pay at sales coun 
ter in store section. On busy Saturdays a porta 
ble cash register can be used in shed. 
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SWINGING FIXTURES provide low-cost display for variety of 
ceiling and wall materials. Floor fixture has room for matching 


designs of tiles by customers plus overhead display of ceiling 
materials. 
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SELF-SERVICE *‘A'’ FRAMES in lumber shed as seen from rear 
of Seibert Lumber Store building, through 16’ doors. Radial 
arm saw is used for lumber custom cutting. 


SLIDING DOORS on paint wall fixture are in many colors, 
serve as style samples. Paints have been the best selling de- 
partment so far. Wood paneling is exposed throughout store 
on upper walls to help sell product for home improvement. 


STORE-SHED (begins on page 36) 





ELECTRICAL DEPARTMENT is near front entrance, across from SMALL STORE must display a variety of merchandise in lim- 
checkout counter. Mrs. Seibert feels that lighting fixtures have ited space, dealer Seibert says. Only token stocks are inven- 
great housewife appeal, can stimulate many home improve- toried in many lines. 

ment projects. 
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CENTRAL AREA of Seibert store accommodates manufacturers’ 
displays. Spacious aisles lead to business office at rear. Scene 
is from checkout counter near front entrance. 


6 Pm aber 
4 WEISER 
\ LocKs 


HARDWARE DISPLAY BAY uses perforated board both along 
wall and between studs that serve as bay dividers. Store was 
built and fixtured on a minimum budget. 


SATURDAY POWER TOOL demonstration is popular with the 
handyman trade. Tools are expected to be one of best profit- 
makers for Seibert's. 


an advertising and design executive in the building mate 
rials industry. 

Mark’s first job was in a millwork shop. From there he 
joined the construction department of the A&P food chain 
Then he was the design and advertising manager for Marsh 
Wall Products, Inc., makers of Marlite 

In 1948, he established Seibert’s, Inc., a retail lumber 
yard and home improvement contracting company, asso- 
ciated with his father and brother in Elizabethtown, Penna 

But through the years he had hankered for a really 
modern Home Center where he could combine self-serv 
ice and big-ticket home improvement selling. He wanted 
to keep it small so that he and Mrs. Seibert could manage 
the business with only limited help. He wanted a store 
building that would represent the very best in contem 
porary architecture—a living showplace of quality building 
materials. 

In 1955 he met architect Lindenberger. Inspired by his 
ideas, Seibert was soon scouting for a good retail market 
and location 

At first he tried to buy an old yard and modernize it 
But most of the available yards were over-priced. “ft 
dently those dealers had a lot of good will included in thei 
prices,” Seibert said. “But from looking at their yards, w 
figured it would be better to start from scratch 

“In our search for the ideal location we had to compro 
mise because we had limited funds,” Seibert said. “We 
wanted to be directly on a main highway, for instance 
But that type of property was too expensive 

“The spot we selected can be seen from a main highway 
although it is 100 feet back from it. More important, the 
property is surrounded by a large and growing residential 
area. And vacant land across the street will probably be 
improved with other retail stores, helping to build traffic 

The half-acre site with 160’ frontage cost $8,000 

Cash sales. Although he does not publicize the store as 
a cash-and-carry business, Seibert said that most sales ar¢ 
tor cash 

During the first few months, only a handful of customers 
have asked for credit. Seibert thinks that piece-pricing 
and the checkout counter with cash register at the store’s 
entrance helps to make people pay cash 

Time payment plans are available for big-ticket pur 
chases and home improvement packages, which the firm 
will soon begin to promote. So far most sales have been 
on a self-service, pickup basis 

The Pennsylvania lumberman is a strong advocate of 
One-price merchandising. “At first we were frequently 
asked, ‘What’s the discount?’ We explained that we were 
not a bargaining center. We pointed out that every item is 
piece-priced and the same price is for everyone,” Seibert 
said, 

This explanation has apparently solved the discount 
problem; people do not ask the question anymore 

Delivery. The firm has one delivery truck and a station 
wagon. But the store has signs that explain the company’s 
delivery fee of one cent a foot on lumber. “When we 
point to this policy, most people will strap the lumber on 
their cars,” Seibert explained. 

Another fee is 25¢ for custom cutting. There is a verti 
cal plywood saw and a radial arm saw in the shed 

Best sellers. During the first few months in business the 
fast-moving lines were Masonite paneling and Pegboard 
Conolite; Weldwood products and sundries; Pratt & Lam 
bert stains; Armstrong ceiling and floor tiles; Fir ply 
wood; Amerock hardware; Thoroseal and Rust-Oleum. A 
machine for making keys has also had a big play 

“We consistently stress nationally-advertised brand 
names,” Seibert said. 

Consistent customer demand has led Seibert’s to add 
unfinished furniture, shelf hardware and hardwood furni- 
ture legs. “We have not promoted these lines, but they 
have sold very well,” Seibert said 

About the strongest department in sales so far has been 
in paints and stains, he added 

Best days. Saturday is by far the busiest day. The store is 
open until 5:30 six days a week, plus Friday evening 
“We'll probably open an additional night during spring and 
summer,” Seibert said 
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DFPA 
promotion 
brings you 
new 
customers 











stock and sell only DFPA trademarked plywood 


THE DFPA TRADEMARK ON PLYWOOD IS LIKE “STERLING” ON SILVER; 
IT 1S YOUR ASSURANCE OF QUALITY, INTEGRITY 





How’s Business ? 


Building Products Dealer Sales Pulse 


Marketing Regions (see mop poge 24) 


Zone | Zone 2 Zone 3 Zone 4 Zone 5 Zone 6 Zone 7 Zene & Zene 9? 
Nerth Middle South East North East South West North West South Mountain Pacific 
Atlantic Atlantic Atlantic Central Central Central Central 


Sales: Jan. '60 vs 
Jan. ‘59 + 5% + 5% 10° 
12 months ‘59 vs 
12 months ‘58 t 35% 5 
Accounts receivable 
Jan. '60 
vs. Jan. "59 10% Same 
Inventory: Jan 
vs. Jan. '59 + 5% Same 
Next quarter's sales 
estimate 
January weather 


+ 10% Same 5 
Good Good Good 


Mortgage money outlook is brightening. During the 
month the price of long-term government bonds improved 
measurably, reducing the yield to investors who normally 
are interested in the mortgage field. Thus, with building 
rates continuing high, with no noticeable outcry against 
higher mortgage interest rates, and with bond yields 
coming down, builders are finding their finance problems 
are easing. Of course, they are not out of the woods yet, 
but if the current trend continues, a fair volume of mort- 
gage money may be looking for takers by spring. 

The most recent lumber wholesale price index available 
is that for December; it was reported as standing at 
125.8 (with 1947-49 equals 100) in that month. The year 
before it was 120.1. Both these index numbers were low 
points for the year. The difference between them is roughly 
the degree of inflation experienced in the industry. 

Construction during January declined from December 
less than seasonally, following a final 1959 total new home 
starts very close to the former all-time high of 1950. Build- 
ers interviewed at the recent NAHB convention expressed 
optimism for the coming year, planning to build almost 
as many new homes as they did last year. All in all, the 
outlook for good dealer sales is improving for the coming 
months, above what many had believed it would be even 
a month ago. 

Lumberyard sales reported from coast to coast indicate 
an improvement of January business over January, 1959 
amounting to slightly more than 15%. Lineyards seemed 
to lag a bit behind the overall picture, with an increase 


7 35 


Same 


Some 15 5% Some Same 


Fair Cold, sc Average 


in sales just short of 11% increase over a year ago 

The sawmills of the nation were reporting smaller! 
amounts of shipments and new orders as of mid-January 
Production was 4% above last year, but shipments were 
7.4% below and new orders were 14.4% below. Prices were 
reported low but little distress selling was observed. No 
signs of a buyer’s strike were evident 

An increasing spread between prices paid by farmers 
for goods and services and prices they received for their 
produce was continuing as 1959 closed. While some seg- 
ments of the farming industry is in good shape to buy 
bulding products this spring, other areas are not going to 
be very good customers for their friendly lumber dealer, 
it is feared. On the other hand, the nation’s total personal 
income figures continue to rise, indicating many people 
are going to have funds for building, structural repairs 
and modernizing in 1960. As 1959 ended, total personal 
income, seasonally adjusted at annual rates, stood at 
$390.7 billion, up from $386.9 billion at the end of Novem- 
ber. In December, 1958 the national personal income 
figure had been $366.9. This was slightly more than a 
6% rise in 12 months. In the face of this, dealers planning 
on a_business-as-usual policy during 1960 are going to 
miss Out on sales, for the consuming public obviously will 
have cash to spend somewhere. As the year ended the 
U. S. had an estimated 66,699,000 people employed and 
3,577,000 unemployed. The employment figure was a high 
point for recent months, while the unemployment total 
was a decline from November, 1959 
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Does It Pay To Get Big ? 


On the contrary, it can pay a dealer to stay small if he 
remains alert to industry changes and market conditions, 


some lumbermen say. 


But size usually brings purchasing and other important 
advantages. And you can't afford to stand still, pro- 
ponents of “‘bigness'’ point out. 


S the small dealer all done? 

Is the big dealer likely to strangle 
in his own bigness? 

At which end of the scale lies the 
greatest profit? 

These are complex questions with 
no simple answers, but subjects that 
compel the serious thought of every 
dealer who takes time to reflect on the 
future of his business and what it may 
hold for him. 

Balancing all the considerations, 
dealers appear to differ strongly as to 
whether the small independent oper- 
ator has a bright future. Dealers made 
the following observations in response 
to queries by American Lumberman 
& Building Products Merchandiser. 

Survival does not depend on growth, 
feels O. J. Cook, owner, Cook Lum- 
ber & Hardware Co., Lawndale, Calif. 
It’s a question of expanding your lines 
to give your customers more service 

In the Los Angeles area, Cook 
points out, it has been the big lumber 
firms that have gone under in the last 
few years. 

“In some cases, I have personally 
been acquainted with the factors be- 
hind the failure. The businesses were 
basically sound, but the cost of man- 
agement, absentee ownership and high 
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overhead left the stockholders with 
minimal profits.” 

Dave Wight, O'Neill Lumber Co., 
San Francisco, believes that the small, 
independent yard “is often in a better 
position to more accurately judge the 
needs of the community which it 
services and thus make a good profit 
without the headaches which accom- 
pany a vast Operation.” 

Agreeing in principle with these 
west coast dealers, Norwood Guthrie, 


president, Hialeah (Fla.) Lumber Co., 


points to his own firm as a case in 
point. 

“The more business I did last year, 
the more money I lost,” declared 
Guthrie. “Although there’s no such 
thing as staying still in the lumber 
business, I couldn't go after big busi- 
ness. I have in the past, but I can’t 
now and stay in business. The day of 
the small lumberyard is not passed 
It's exactly what we're doing right 
now and we're making money.” 

Another Florida dealer admits be- 
ing on the fence. George W. Lainhart, 
vice-president, Lainhart & Potter, 
West Palm Beach, commented: 

“Although we would like to put in 
a fourth yard. we do not think the 
extra profits from more sales would 


pay for the additional headaches in- 
volved. However, I personally believe 
it pays in the long run to get bigger.” 

Advice is specialize. Tom Gamble, 
vice-president for sales, Hallack & 
Howard Lumber Co., Denver, is con- 
vinced that a retail yard must stay 
alert to industry trends to stay alive. 

“New methods of selling are a must 
as new products and developments 
appear on the market,’ Gamble adds. 
“Customers will patronize the firm 
that offers the most. The independent 
yard will surely pass from the scene 
unless it specializes in either consumer 
or contractor business.” 

Aggressive merchandising, em- 
phasizes Ed Coombes, marketing man- 
ager, Newton Lumber & Manufactur- 
ing Co., Colorado Springs, is neces- 
sary to stay in business 

“Today, as in the past, the average 
customer will continue to patronize 
you as long as you offer service, 
quality, merchandise and price. With 
satisfied customers and careful man- 
agement, a firm should grow auto- 
matically.” 

Walter Conlin, president, Conlin 
Supply Co., White Plains, N. Y., also 
feels that the small, independent deal- 
er is in a good position if he meets 
these qualifications: he must be ag- 
gressive, offer diversified products and 
meet customer needs. 

“The old general store philosophy 
is coming back, a trend which will 
help the independent yard,” predicted 
Conlin. 

Another New York state dealer, 
Patrick J. Powers, vice-president, Hud- 
son River Yards Corp., Tarrytown, 
sided with Conlin. 

“I definitely feel that the small, 
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vice-president, Lumber Merchants As 
sociation of Northern California, 
points out that the lowest volume yard 
($157,000) submitting  cost-of-doing 


independent yard is here to stay, main- cause it continues to afford needed 
ly because it can deliver better service service. 
than the larger outfit. If you get big, [he advantages of a big-time oper 
you lose your efficient service and ation are expressed by Howard | 
personalized selling approach. It may Underwood, manager of Diamond business figures to his association last 
sound rather strange, but that’s one Gardner's big new Concord, Calif. year had a net profit of 3.72% betore 
reason we don’t want the business of building materials store. taxes whereas a yard doing $1,528,000 
one of our competitors who went “The truly big operation has access showed a net profit of only 3.37% 
under recently.” to volume purchases, cost controls, What is the minimum annual sales 
New ones pop up. The fact that training procedures and many other necessary to make a decent profit 
new independent yards are opening techniques which make it possible to My first reaction, said deale1 
and operating successfully is an affirm- et a good profit despite additional Cook in Lawndale, ¢ alif., would be 
ative answer to the question, “Is It problems inherent in being big. to set a minimum of $100,000, but | 
Necessary to Get Bigger”, declares How big is “big ? Dealers are quick know a one-man operation in this area 
manager J. W. Hanley, Updike Lum- © point out that big volume doesn't which I doubt is grossing $50,000, yet 
ber & Coal Co., Omaha. always go with big profits. On the the owner is making a good thing out 
Herman Sobel, partner, 


Sawbell Contrary. Jack Pomeroy, executive of his business.” 
Lumber Co., Philadelphia, feels the 


answer is not physical expansion, but 

getting out and plugging for more DENISTON 
business with your present facilities. 
Smart management is the answer, not 


bigness, feels Anton K. Westh, Kan- 64 59 
sas City, Mo. Bes 


“A profit can always be made if the 
right goods are on hand at the right . * 
time and the deals are handled proper- Metal Roofing Nails 
ly,” believes Westh. “There are many 
yards that gross only $50,000 to $60,- 
000 that show more net profit than GALVANIZED FINISH ONLY 
others grossing $150,000.” 

Grow to stay alive. A good many LEAD SEAL—The only nail with lead just 
dealers, on the other hand, feel that under the head and down the shank. 
“getting big” is not an alternative but When the nail is driven, the hole around 
a must. the nail is plugged with lead and the 

The only answer to prefabs and break in the metal is completely covered, 
similar competition is to expand, ac- to form a perfect double seal. 
cording to Hal McCollough, owner, a ; 

Fernbank Lumber and Supply Co., TRIPLE LOCK—'The only nau that has a 
Cincinnati. To meet a steadily expand- locking bump. As the “bump” is forced 
ing economy, lumber dealer expansion through the sheet, the sheet springs back 
is the only logical answer, believes over the bump this effectively prevents 
Jack Turner, Leidigh & Havens Lum- the nail from working out. The nail, lead 
ber Co.. Kansas City. Mo. Otherwise. and sheet are solidly locked together 

he reasons, new yards will spring up DRIVE SCREW SHANK—The only nail 
in competition with existing yards, thus hk tn dehieme oee Yes ateat head. Deive 
keeping all operations relatively small. screw shank makes the nail turn and hold 
_Manager E. C. Baumstalk, Wentz- like a screw. It holds with a powerful, 
ville (Mo.) Lumber Co. takes a unyielding grip. Threads are deep and 
yar ng ral teal a sharp because they are formed after 

A lumber dealer must grow if he galvanizing 

wants to buy right to be able to sell =. 
right and stay with the competition,” 
Baumstalk observes. 

“It’s the way things are,” is the 
philosophical comment of Paul Kap- 
lan, Kaplan Lumber Co., St. Charles, 
Mo. “You have to get bigger to meet 
competition—any prospering business 
must grow, must push competition to 6,000 pounds of pressure is used to 
avoid stagnation or worse, failure.” compress the lead cold, both over and 

Prevailing market conditions help under the steel head of the nail as 
determine the answer to whether it well as down the shank. The lead forms 
pays to grow big. points out S. S. For- a perfect seal in the hole made by 
rest, owner, Forrest Lumber Co., Lub- the nail. Heads will not ‘“‘pop”’ off 
bock, Tex. in arbe from expansion and contraction of 

“A dealer must pick his segment of diy: _ roofing nor from wind vibration. 
the market. It depends on a man being 
able to fit himself into the distribution 
pattern of the area. It does pay to get 
bigger if a man can handle the man- 
agement and finance a larger busi- 
ness.” 

A fellow Lubbock dealer, Cy 
Brown, manager of Cicero Smith 
Lumber Co., believes that the day of 
the small independent yard may be 49th &South Western Avenue e Chicago 9, Illinois 
passing in the metropolitan market, 
but the rural yard will stay alive be- 








Accepted Standard of Quality for Over 33 Years 








IN CANADA: EASTERN STEEL PRODUCTS CO.. LTD., PRESTON, ONTARIO 
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DEALER SALES CONTROL 
(See Page 5) 


Land, Materials, Financing by Dealer 


Keeps Small Contractors in Business 


Through three separate companies, Ohio lumberman exercises 


Dealer Sales Control by: 


¢ Buying land (selling some lots to other builders). 
® Building speculative houses. 
® Selling materials for custom homes to contractor cus- 


tomers. 


® Controlling labor through own construction com- 


pany. 


¢ Financing construction loans to contractor customers 


and homeowners. 


1 AEN. 


OPEN TODAY 2-5 | 


710 E. WEGER, ELIDA, 


Mule Turn Right en Pioneer Rd. (New Elida Telephone 
mmge Bidg Look For Our Sign 


art, 


SPACIOUS ALL NEW N HOUSE WITH: A COLONIAL ACCENT! 


Don’t Miss this Outstending 3 Bedroom Rench! it’s Big and Roomy 
(52'x26'8") and Locote a Spacious 100x120 foot lot. New Features 
include High Quality All Nylon Carpet from the Leader Store, Thermo 
pone Sliding Gloss Doors, Fruitwood Kitchen Cabinets and many other 


Modern Livir 


NO MONEY DOWN FOR VETS! 


n Lima, Wapakonete ALSO OPEN 

Ww WEEKDAYS 

BY APPOINTMENT 
Mahna, ovr representa 
will be present at Ope 


con 





1g Conveniences 





Will B 


snd Ada or 0 


FHA or VA FINANCING Mr 


tive 








House and will be availabi 
apnaintments at 


Vith Many you 
€ CA 91391 


convenience, 


Hurry . A Very Limited Number of Sites Remaining in Elida 


iC V. ‘WOLFE é (0. 


CA 5-6010 or CA $-1391 


ORLEANS SSEAELEALIE AALS A REIN 
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AND, LABOR, MATERIALS AND FINANCING 

That combination last year added up to $1,800,000 
in building materials alone for the Lima (Ohio) Lumber 
Co. 

Dealer sales control (DSC) is exercised by three sep- 
arate Companies under the management of C. V. Wolfe 
and son, Frederic. Materials are supplied by the Lima 
Lumber Co. Construction is handled on a_ sub-contract 
basis by C. V. Wolfe and Company and financing by the 
Lima Mortgage Co., a third Wolfe subsidiary. 

Wolfe believes that land is the “key to new business.” 
In addition to several subdivisions, Wolfe also holds indi- 
vidual lots for building purposes. He builds speculatively 
on his own land and also sells land to contractor customers, 
who buy their materials from him. 

“Money is tight everywhere,” declares Wolfe. “The 
small contractor can’t make it alone. If we're going to 
keep him in business, we have to help with lots and 
financing.” Wolfe has developed a 20-acre tract specifi- 
cally for one of his contractor customers. 

In the last five years, Lima Lumber Co. has devel- 
oped 256 lots, including an 88-unit subdivision now un- 
derway in Cridersville, seven miles from Lima. The com- 
pany also has an 80-acre farm under option immediately 
adjacent to Lima. The firm has purchased individual lots 
in Lima and the adjacent towns of Kenton, Wapakoneta, 
Cridersville, Delphos and Ada. 

Building plans. When Wolfe organized his construction 
company in 1954, he averaged about 80 houses a year on 
speculation, but the market has cut this down to 30 in the 

(continued on page 46) 


QUALITY FEATURES of speculative home built by C. V. Wolfe 
& Co. are featured in newspaper ad, which also emphasized 
FHA or VA financing. 
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TYPICAL SPECULA- 
TION HOMES built 
by C. V. Wolfe 
and Company, one 
of the three sub 
sidiary companies 
owned by Wolfe 
affording materi- 
als, construction 
and financing 
services in one 
package. 


LUMBER, GLASS AND BRICK are the principal ma 
terials used in the apartment building designed by 
a Washington, D. C. architectural firm. 


. Re page » a. 
' = 


= 


FOUR-UNIT APARTMENT BUILDING re- 
cently finished by Wolfe. The firm holds 
land for six other apartment sites, which 
may be sold for co-op construction. 





Made in California, the home of the 
Redwoods by specialists in Redwood Finishes for over a decade. 
When you stock Behr-Process Finishes for redwood, you are 
not only offering your customers the finest piece of goods ever 
formulated especially for redwood, but you are handling an 
UNUSUALLY PROFITABLE line whose sales to date exceed 
2 million gallons, 


FOR MORE PROFIT PER SQ. FT. SHELF 
SPACE, MAIL THIS COUPON 


Linseed Oi] Products Corp. 
1601 Talbert Ave., Santa Ana 1, Calif. 


Gentlemen: Please rush me complete information 
about your line and why it gives me more profit per 
sq. ft. of shelf spuce. 


Name sie 
Dealer Name - 
Address ___ 
City itaiicoeraec 








TRUSSES ARE FABRICATED at their branch yard for use in 
their speculative homes and for sale to other builders. Pallets 
and boxes for industrial sale are also made here 


last two years. He expects to build 50 homes this year 

Wolfe has settled on four basic designs with prices 
ranging from $13,500 to $16,000. A $15,000 brick ve 
neer model offers three bedrooms, a bath and a one-car 
garage. Wolfe buys plans for his project houses from lo- 
cal architects. He promotes these with daily and Sunday 
newspaper ads and spot announcements on the radio and 
r'V. Many leads come from satisfied homeowners. 

Wolfe restricts his own building to speculative houses, 
allowing his contractor customers to concentrate on cus 
tom homes. Labor for all Wolfe homes is sub-contracted, 
often by a dozen or more different tradesmen. 

Development of raw land is also sub-contracted as well 
as roofing, siding and the individual trades. Wolfe does 
business with many sub-contractors who build for them- 
selves as well as for Wolfe. 

“We try and develop reciprocity,” is the way Frederic 
Wolfe explains this phase of their operation. 

Builders also get the benefit of the roof truss operation 
run by Wolfe’s branch yard, the Auglaize Lumber Co. in 
Wapakoneta, primarily for use in their own speculative 
homes. 

Wolfe’s financing branch, The Lima Mortgage Co., an 
approved FHA mortgagee, was organized in 1956. Fi 
nancing for both homeowner and contractor customers 
are handled by this organization, which has serviced about 
$2 millions in loans. 

“We started last year to make construction loans to 
contractor customers and currently about a dozen such 
loans are being processed,” Wolfe said. “We expect this 
service will be a substantial help for the Lima Lumbet 
Co. in helping get new business and keeping our accounts 
receivable down.” 

Some $80,000 has been invested so far in the 88-lot 
Cridersville project for land, sewers, roads and curbing 
Some $35,000 will be spent for a sewage disposal plant. 
The lots will sell for $32 per foot, averaging 60’ to 70’ 
wide and 120’ to 150’ in depth. 

Wolfe is also active in light commercial construction 
He recently completed a luxury four-unit apartment build 
ing. The apartments will rent for $300 or they will be sold 
as co-op units for around $30,000 per unit. The firm is 
also furnishing materials for Lima’s new Volkswagen show- 
room and shop, a 60’ x 100’ building. 

Iwo gravel pits on the outskirts of Lima, leased by 
Lima Lumber, move about $75,000 in gravel and dirt an- 
nually. A % yard shovel used here also doubles in the 
land development operation. 
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FORD TRACTOR with Wagner front-end loader is a versatile materials handling aid 
at Scrivener's in San Antonio. Blade at rear is useful for yard cleanup. 


Tractors Work Well in Lumberyard 


SAN ANTONIO, TEX.—In addition to 
its fork lift truck, the Scrivener lum- 
beryard here cuts handling costs with 
two Ford tractors. 


A small $2,000 tractor has a front- 
end loader with blade behind and a 
bucket for sand and gravel. It’s ideal 
for pickup of strapped lumber to and 
from outdoor pole shelters, according 
to Arvin Conrad, lumber manager. The 
machine is also used to load trucks. 


Hand shoveling of sand and gravel is 
eliminated by the small tractor. For 
loading, operator lowers the front-end 


ta 8 


LARGER TRACTOR is hauled to job sites for unloading trucks and help in contractor's 


loader, pulls two pins which leave the 
loader’s two arms on the ground. The 
tractor is then backed to the bucket. 
the pins inserted and its ready to go 
The small tractor also carries small 
loads from yard to the millwork shop, 
Conrad said. 

The larger model 600 Ford tractor. 
with fork lift attachment at rear and a 
hitch on its front, cost $3,500. It hitches 
to a delivery truck, unloads materials 
at job sites. Contractor customers call 
on it for other lifting jobs, too. “That 
machine creates untold goodwill among 
our contractor trade,” Conrad said. 


chores. It is being serviced above by one of the drivers for the lumber company. 
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Appalachian Hardwoods are recognized 
everywhere for their fine natural qual 
ities—soft texture, easy workability and 
attractive graining. Let the foremost 
concerns in this’ column supply you with 
quality,. well-manufactured 
Appalachian Hardwood © products. Con 


dependable 


sult them on your next requirements 


*Homer Lumber Soles, Inc., Kenova, W. Va. 


Exclusive Sales Agents for 
J. P. Homer Lbr. Co., Inc., Kenova, W. Vo 
Hamer Lbr. Corp., Appalachia, Va 


Manufacturers Appalachian Hardwood Lumber 





Wood-Mosaic Corp., Louisville 9, Ky. 


White and Red Ocak, Walnut, Poplar, Basswood 

Beech, Cherry, Mahogany and Lavan Lumber. Do 

mestic and imported Veneers. Hardwood Fiooring— 

Oak and Maple Strips and Laminated Block and 
Special Pattern Flooring. 





* Member Appalachian Hardwoods 


Monufacturers, Inc 


" elweys specify ~ 
APPALACHIAN MARDWOODS 
Circle No. 20 on Handy Cover Card 
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84 ADVERTISING PIECES about products sold by wholesaler 
are effectively organized in kit which is offered free to dealers. 
Locally-obtained parts of kit were assembled into book form 


by a printer. 


WHOLESALER GROVER ALLEN compares kit with firm's own 
supply of folders and bulletins. His office staff inserted litera- 
ture into kits during spare time; saved about $1.50 per book 
in production costs. 


Wholesaler Gives Dealers Home Plan Kit 


Northwestern distributor correlates promotional literature, 
from 32 manufacturers in one package 


ANY DEALERS want to use 

promotional literature, but don’t 
know what is available or how to get it, 
according to Grover D. Allen, sales 
promotion manager for Exchange Lum- 
ber & Manufacturing Co., a wholesaler 
with offices in Spokane, Wash. and 
Missoula, Mont. To help dealers solve 
this problem, Allen created the kit you 
see pictured above. 

It is a 3% pound volume which 
contains 84 individual folders, mail- 
ing pieces, product catalogs and bro- 
chures on 16 major product lines of 
32 manufacturers. 

“The kit is a selling tool and it also 
simplifies reordering by the dealer,” 
Allen said. 

Producing the kit. Exchange’s kit 
is made up of 16 heavy kraft paper 
pockets, with colored index tabs. The 
pockets are bound into a fat book 
with a white plastic binding. A spe- 
cially printed card serves as front 
cover. 

“We bought the kraft pockets from 
a local office supply store. These are 
Smead’s Kraftfibre Student’s Portfolio 
No. 458. The size of each one, 
closed, is 842”x11”. Open, each port- 
folio has two pockets facing each 
other and makes two pages of our 








Plan Kit 
Cost Breakdown 


“Pockets”—8 per book $ 


Colored index tabs— 
16 per book 


Plastic binder 
Cover, printed both sides 


Punching cover and 
“pockets” 


Printing index tab inserts— 
16 per book 


Index of contents— 
3 sheets per book 


Dealer guide— 
how to use kit 


Actual cost for the kit $1.617 


Cost of material not supplied 
free by manufacturers 40 


Complete cost of kit, 
ready to use $2.017* 


*not including insertion labor 








would have been about $3.50 each 
instead of $2,” Allen said. Several 
home made racks were made to 
speed collation. 

The wholesaler gives each dealer 
one kit and charges him $1 for each 
additional kit. “We have many deal- 
ers who ordered six to 10 and one 
ordered 20 kits,” Allen said. 

Dealers can have their own name 
printed on the front cover for a flat 
$10. 

Results. “I was surprised at how 
well the kits were received,” the sales 
promotion manager said. “We've dis- 
tributed almost 500.” 

Exchange salesmen, as they make 
their calls, will keep the kits up to 
date, replacing them every three to 
four months with new literature. 

“We couldn’t have done this job if 
it hadn’t been for the wonderful help 
we got from manufacturers and trade 
associations,” Allen concluded. “We 
all realize that many problems cannot 
be solved readily by the individual 
dealer. Here is a real example of man- 
ufacturer - wholesaler - dealer team- 
work.” 


Home Planning Kit,” Allen explained. 

The portfolios were punched and 
bound with plastic at a local print- 
er’s shop. Then the index tabs and 
literature were inserted into the pock- 
ets, in spare time. 

“If we had farmed out the assembly 
and makeup of each book our cost 


EVERY OTHER WEEK ... 


Keep in mind that this magazine is published EVERY OTHER WEEK—not just once a 
month. It therefore can and does keep you right up to date on changing sales, mar- 
keting and management methods. It will give you fresh viewpoints and new inspira- 
tion to better your knowledge of WHAT TO DO and HOW TO DO IT. 
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Specifications and Market Data on Products You Can Sell 


new PRODUCTS 


Has 7”-Thick Fiber Glass 


insulation with Foil Backing 


Co-owner W. P. Heimbach, Jr., Heimbach Lumber Co., 
Duluth, Minn., was greeted by Mrs. America (Mrs. Margaret 
Priebe) when he visited the Johns-Manville booth during the 
recent NAHB Show in Chicago to learn the advantages of a 
new 7”-thick Fiber Glass insulation with aluminum foil back- 
ing being introduced by J-M. 

Created specifically to insulate the ceilings of an electrically- 
heated home, the new insulation also may be used in any 
home where maximum fuel saving is wanted, J-M announces 
It is said to save 30% on every fuel dollar when installed ac- 
cording to manufacturer's recommendations. 

Market data. The 7”-thick Fiber Glass insulation with alumi- 
num foil backing retails for 13¢ to 14¢ per square foot. Usual 
retail markup on cost is 334%. It is produced in two widths 
of 15” and 23” and in 22%’ long rolls. Available now from 
200 distributors, it is an ideal item for both consumer and 
contractor sales. There is no minimum dollar investment for 
a dealer. Sales aids include literature, ad mats, brochures and 
displays. Johns-Manville Corp., Dept. AL, 22 East 40th St., 
New York 16, N. Y. 


Circle No. 201 on Handy Cover Card 


Partition Panels 


New Simpson Partition 
Panels in the typical mov- 
able partition system shown 
in photograph at right are 
easily installed by a work- 
man. The new line is offered 
in birch, mahogany and tem- 
pered hardboard surfaced 
panels in six thicknesses 
from 1%” to 2%4” and in 
standard sizes up to 4’ x 8’. 
Finish molding or even glass 
may be installed on top of 
panels. Simpson Logging 
Co., Dept. AL, 1040 White 


‘ag PAL 

in ‘ | eal ; 

mi ihu! 
Develops a Thick, Polystyrene 
Ornamental Grillwork 

General sales manager Richard Allen was photographed 
while introducing his firm's versatile FiliGrille to convention 
goers at the Home Improvement Products Show in Chicago 

The new heavy, %” thick, ornamental grillwork is made 
from polystyrene. Two FiliGrille block designs are available 
at present; other designs are planned. Custom-built panels and 
framed assemblies are offered to fit almost any need, including 
space dividers, screens, drop ceilings, railings or entryways 
FiliGrille standard white blends well with most color schemes 
It also can be factory-painted a specific color or with manu 
facturer’ aluminum, gold-brass or copper 

Market data. Suggested retail price range of FiliGrille 
$3.75 to $5.50 per square foot installed. Offering a dealer dis 
count of 30%, it now is available from distributors or direct 
from maker. It is preassembled and shipped kd for easy in 
stallation at job site. It is an ideal item for both consumer and 
contractor sales. Minimum dollar investment for a dealer is 
$80. Dealer sales aids include samples, literature and displays 
Holcomb & Hoke Mfg. Co., Inc., Dept. AL, 1545 Van Buren 
St., Indianapolis 7, Ind 
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Aluminum Louvers 


Interchangeable parts and 
easy installation are features 
of a new line of aluminum 
louvers now available. Man 
ufactured of Alcoa alumi 
num, the louvers are offered 
in standard sizes ranging up 
to 12’ heights and 5’ widths 

i A mechanical fastening sys 
tem makes possible prefinish 
ing in baked enamel, paint 
ing or color anodizing. Only 
8 aluminum screws hold the 
unit together. Walcon Corp., 


a 





Bldg., Seattle 1, Wash. 
Circle No. 203 on Handy Cover Card 


(For more new products, see page 50) 


Dept. AL, Ecorse 29, Mich 
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NEW PRODUCTS (begins on page 49) 





Three New Panels of Masonite 
Hardboard in Cherry Grains 


New factory-finished panels of Mason- 
ite hardboard are available in three 
rich decorator tones in cherry grains. 
Ideal for use in a den or bedroom or 
the living room, the 16” x 8’ quarter-inch 
panels are precision tongue-and-grooved 
Easily installed, they make use of a new, 
simple clip-on system to studs or furring 
strips. 

Market data. Called Frosted, Natura 
and Colonial, the three new cherry grain 
panels are ideal items for sale to both 
consumers and _ contractors. Masonite 
jobber John C. Maynard, Maynard Sash 
& Door Co., Amarillo, Tex., was photo- 
graphed above at the recent NAHB 
Show in Chicago while learning advan 
tages of the new line of Royalcote cherry 
panels from advertising and sales pro 
motion manager James H. Hurley 
(right). Clips for use in installing the 400 
series planks are included in a separate 
package with each order. Nails with 
colored heads also are furnished for use 
in corners 

Included in a complete package of 
sales aids now available to dealers are 
displays, folders, brochures and ad re- 
prints. Masonite Corp., Dept. AL, 111 
W. Washington St., Chicago 2, Ill 
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Certain-Teed Introduces New 
Decorative Insulation Tile 


Builder Milton Duenke (left), Milton 
Construction & Supply Co., and manu- 
facturer Mel C. Hendricks, Hathaway 
Homes, Inc., St. Louis, Mo., learn ad- 
vantages of Certain-teed’s new decorative 
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Dor-Mate Screen & Combination 


Doors Announced 

Distributor G. D. “Dex” Johnson, L&M 
Builders Supply, Denver, Colo., was pho- 
tographed while studying the new Dor 
Mate shown to him by the maker’s 
sales promotion manager Robert Beffel 
(left, below). 

Introduced for the first time at the 
recent NAHB Show in Chicago, both 
the one panel and two-panel Qualitybilt 
Dor-Mates are factory equipped with new 
gun-metal-finish aluminum wire, resin- 
anchored for years of service. Removable 
glazing panels or inserts convert the 
Dor-Mate to a storm door. 

Market data. Both the one panel and 
two-panel Dor-Mates are made in two 
popular sizes: 2’8” x 6’9” and 3/0” x 
69”. Of Ponderosa Pine, 1%” thick, 
they now are available from distributors 
They are ideal items for both consumer 
and contractor sales. There is no mini- 
mum dollar investment for a dealer. He 
may buy as little as one Dor-Mate. Lit- 
erature may be obtained by writing to 
maker; other sales aids will be available 
soon. Farley & Loetscher Mfg. Co., 
Dept. AL, 7th & WhitePDubuque, lowa 
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insulation tile from general sales man 
ager Morris C. Hoven (right). 

Introduced at the recent NAHB Show 
in Chicago, the tile is designed to pro 
vide attractive ceiling surfaces. Fabri 
cated with tongue-and-groove edges to 
permit concealed nailing or stapling, the 
tile has a flame-resistant surface finish 
that requires no further decorative treat- 
ment. It is available in two styles as 
shown in photograph at right: Certile, a 
smooth white ceiling tile with just a hint 
of texture; and Perforated Tile, a random 
pattern perforated tile said to absorb 70% 
of the noise striking its surface. 

Market data. Suggested retail price of 
the tile is 15¢ per square foot; retail 
markup on cost is 3343%. It is avail- 
able now from distributors. All sizes of 
Certile are 42” thick and it is offered 64 
square feet per package. Perforated Tile, 
also 4” thick, is available in 12” x 12” 
and 12” x 24” (center scored to simulate 
two 12” x 12” tiles). There is no mini- 
mum dollar investment for a _ dealer. 


Sales aids include displays, national ad- 


vertising and a special builder promotion 
program. Bestwall Certain-teed Sales 


Preway Adds Hi-D Look to 
New Luxury Line of Built-ins 


Builder Karlis Stemme, No. Massape 
qua, N.Y., admires high-dimension 
look in Preway built-in oven shown to 
him by manufacturer’s midwest regional 
manager Frank C. Power (right) at the 
recent NAHB Show in Chicago. 

Heat-resistant glass control panels re 
veal a softly lit textured metal inset to 
bring new beauty to Preway’s luxury 
line. The new line of built-in ovens 
with the Hi-D look, mellow Danish wal- 
nut door handles and wide doors will be 
available from building materials distrib 
utors in April in both gas and electric 
models. 

Market data. Preway’s new expansion 
lock is said to reduce to 30 seconds or 
less the “locking-in” time of a Preway 
gas or electric oven. Only one tool, a 
screwdriver, is needed to turn the lock 
on either wall and mount the oven in 
place, says maker. Preway built-ins are 
ideal items for both consumer and con 
tractor sales. There is no minimum dol 
lar investment for a dealer; he may buy 
as little as one unit. Literature describ 
ing the new luxury line with the Hi-D 
look may be obtained by writing to Pre 
way, Inc., Dept. AL, 8160 Third St., 
North, Wisconsin Rapids, Wis 
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Corp., Dept. AL, 120 Lancaster 
Ave., Ardmore, Penna. 
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both sides of the jalousie insert. In addi- 
tion, Z bars feature vinyl weatherstrip- 
ping for improved insulation and to 
cushion door closing. An 18” x 14” mesh 
aluminum screen insert is standard 
equipment; a storm sash insert is op- 
tional. 

The new door has 15 glass louvers 
of 7/32” plate glass with ground edges. 
Obscure glass is available at no extra 
cost. The door is available for right or 


left-hand swing. It has a heavy-duty, 
leathergrain texture taped in kickplate 
for added wear resistance. 

Market data. Suggested retail price of 
the door is $69 to $79. Retail markup 
on cost is 35%-40%. Available now from 
millwork, building materials and hard- 
ware distributors, it is an ideal item for 
both consumer and contractor sales. The 
door is available in prehung form in 
popular sizes. Glass is packaged separate 


ly and the maker provides complete in- 
stallation instructions with each door 
All necessary hardware is supplied with 
the door. Dealer sales aids include min 
iature samples, catalog pages, envelope 
stuffers and news mats. F. E. Schu- 
macher Co., Dept. AL, Hartville, Ohio 
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(continued on page 52) 


For more facts, use 
handy back cover 
coupon. 


inswinging Latch for Jalousie 
and Combination Doors 


President B. A. Quinn was _ photo- 
graphed while telling merits of his firm’s 
new surface applied latch for combina- 
tion and jalousie doors to show-goers 
at the recent Home Improvement Prod- 
ucts Convention in Chicago. 

Called the “IS” latch, it is easily in- 
stalled by drilling three 4” holes through 
door rail using cardboard template packed 
with each latch. It is securely attached 
with two through bolts and lock washers. 
Slide button on inside escutcheon plate 
allows latch to be locked; simple addition 
of key-operated locking unit converts 
latch to key lock. “IS” latch fits stiles as 
narrow as 1%” and doors %” to 1%” 
thick. 

Market data. Suggested retail price of 
“IS” latch is $2.75; dealer discount is 
334% %. It is available in a silver enamel 
or brass finish from hardware distribu- 
tors. Each latch is individually packed in 
a box complete with screws. It is an ideal 
item for both consumer and contractor 
sales. A dealer may buy as little as one > oe 
latch. Literature may be obtained by , ak Bae White Fir lumber is 
writing to Ideal Brass Works, Inc., Dept 
AL, 250 East Fifth St., St. Paul 1, Minn 
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oaring to new he ghts 


of popularity in residential construction 
and industrial use nationwide. 


The building trade is rapidly recognizing 
this specie as an economical material that 


requirements 


| 


more than meets the 


durability, strength and workability. 


To meet the demand, TW&J sawmills 
manufacture premium quality, uniformly 
graded, kiln dried, high altitude White 
Fir dimension in all grades and sizes from 


2x4 to 2x 12. 


ASK YOUR WHOLESALER FOR TW&J 
PREMIUM WHITE FIR DIMENSION 


1960 is TW&J's 50th Year in the Lumber Business 


Tartrer, Wesster & Jounson, Inc. 
Has Aluminum Jalousie P.O. BOX 3498 
San Francisco 19, Californi 
Combination Door ee PRospect 64200 _—Teletype SF 211 & 
The new Schumacher aluminum jalou- 
sie combination door has vinyl weather- 
stripping at top and bottom of insert 
plus stainless steel weatherstripping along 
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PRACTIMATION 


A new word, which means more than automation, 
for it is the custom-fitted application of today’s finest 
automation equipment to your particular needs... 


This announcement is a culmination of Friden’s years in integrated data 
processing. Friden’s assumption of responsibility for the most important 


phase of automation—its practical application. 
The first step to PractiMation is a critical analysis of your office. Second, 
an outline of objectives for increasing its efficiency (without personnel 


changes). 


Then, consult your Friden man. He is an expert, and has solved 


a good many problems like yours. His help can be invaluable 
Next, you need equipment that can be used by your present employees 


without special training; equipment which is sanely priced, 


easy to install. 


And, above all, equipment which is expansible with your business. 


Here are some good examples: 

A. Friden SBT Calculator—the famous 
“Thinking Machine of American Business.” 
Touch-one-key simplicity. Performs more 
steps in figure-work without operator deci- 
sions than any other calculating machine 
ever developed. 

B. Friden COMPUTYPER® (Model CTS) 
produces a complete invoice in one operation 
with virtually no operator intervention. 
Reads alpha-numeric data from tape, edge- 
punched cards, or tab cards; accepts variable 
data through a riter keyboard. Machine 


also punches selected data in tape or cards 


a 


ie Bo, L__— 


for statistical reports. The Computyper and 
any good typist make up an entire billing 
department. 

C. Friden ADD-PUNCH® (Model APT) —A 
Data Processing machine, the APT produces 
a printed tape, and a punched tape for sub- 
sequent processing. 

These are just three. Friden’s full line of adding 
machines, calculators, accounting machines, 
mail room equipment, and “‘Tape Talk” IDP 
equipment can fully automate your office. Call 
your Friden man today, or write directly to 
Friden, Inc. 


© 1960 Fmioen, in 


= |riden--— 


FRIDEN, INC., SAN LEANORO, CALIFORNIA® SALES, INSTRUCTION AND SERVICE THROUGHOUT U.S. AND WORLD. 
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NEW PRODUCTS 


(begins on page 49) 





Aluminum Insect Screen 
Cloth Offered 

Sales manager Wayne McaAllister is 
shown in photo above describing advan- 
tages of his firm’s aluminum insect screen 
cloth to convention-goers at the recent 
HIPShow in Chicago. 

The screening is available in an alumi- 
num color or a gun-metal gray in 18 x 14 
mesh and 8 x 8 mesh. It’s especially de- 
signed for use in windows and doors 
and with foundation and cornice venti- 
lators. 

Market data. Suggested retail price of 
the screening is $7.80 per 100 square feet. 
It is available from hardware and lumber 
distributors. The screening is packaged in 
corrugated boxes, 100 lineal feet per box. 
It’s an ideal item for both consumer and 
contractor sales. There is no minimum 
dollar investment for a dealer. Sales aids 
include literature, which may be obtained 
by writing to Alabama Wire Co., Inc., 
Dept. AL, P. O. Box 562, Florence, Ala. 
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All-Aluminum Window with a 
Continuous Integral Fin Trim 


An all-aluminum awning-type window 
with a continuous integral fin trim sur- 
rounding it on all four sides is announced. 
It is offered in all standard and modular 
sizes and is especially suited to wood 
and brick construction. The fin also ts 
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constructed in such a manner that it 
may be broken off if not desired. 

The window is available with any num- 
ber of vents and may be custom-pro- 
duced at the factory. A low-cost advan- 
tage is that it can be nail-fastened di- 
rectly through the fin to hajd it securely 
in place. The integral flashing forms 
a leakproof, sealproof weather-tight bond 
around the entire perimeter of the win- 
dow, maker says. 

Market data. Suggested retail price of 
the SF 24, 37” x 50%”, is $28.56. Offer- 
ing a trade markup on cost of 33%, the 
windows are available from wholesalers. 
They are ideal items for both consumer 
and contractor sales. Cooperative adver- 
tising allowances also are available to 
dealers. Yale Mfg. Co., Dept. AL, 
1075 E. 16th St., Hialeah, Fla. 
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Develops ‘‘Dandy Long Legs’”’ 

A new 35” leg length, called “Dandy 
Long Legs,” is an addition to the round, 
tapered hardwood legs available from 
Dennix Products. The legs can be ob- 
tained with brass ferrule and _ straight 
attachment bracket, or with plastic swivel 
glide and flare attachment bracket. The 
new long length is suitable for work- 
tables, counters, buffet tables or servers. 

Market data. Retail price each is $1.85, 
complete with ferrule or glide and 
straight or flared bracket. Dealer price is 
$13.20 per carton of 12 legs, including 
hardware. Minimum dealer order is one 
dozen legs. Dennix Products Co., Dept. 
AL, 33-Ten Downing St., Flushing 54, 
N.Y 
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Custom Built-in Wall Oven 
and Cooking Top 


Admiral announces a complete line of 
1960 custom built-in ranges, including 
nine ovens and six surface units to 
meet all the requirements of home 
owners who remodel old kitchens 

An automatic timer clock with min 
ute minder automatically controls the 
oven. By slight pressure on the hinges. 
the oven door can be open a full 180 
and dropped out of the way. Five models 
have non-fogging picture windows in the 
doors. An automatic rotary roaster ts 
offered as an optional accessory 

The built-in surface units have re 
cessed, divided tops which are easily in 
stalled by lowering the unit into the 
counter-top opening, tightening eight 
screws and making an electrical connec 


tion. A speedy “hot spot” cooking unit 
is included on each built-in. All surface 
units have thin microtubing and _ re- 
movable drip pans for easy cleaning. Ad 
miral Corp., Dept. AL, 3800 Cortland St 
Chicago 47, Ill 
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Disappearing Rack Is Featured 


4 disappearing wastebasket rack, which 
can be installed quickly and easily with 
just four screws, is announced. It may be 
attached to the underside of a cabinet or 
cupboard shelf. The rack glides smoothly 
on a ball bearing carrier, keeping the 
wastebasket in easy reach but out of 
sight 

Market data. The rack measures 20” 
closed, 8” wide The basket retaining 
hoop is 744” x 11 inside to hold 
standard size polyethylene wastebaskets 
Che bright chrome finish rack retails for 
$4.50 it is packed one to a carton 
including screws. Knape & Vogt Mfg 
Co., Dept. AL, 658 Richmond, N. W 
Grand Rapids, Mich 
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Air-dried QUALITY LUMBER 


Above is average of timber being cut today on our second 
cycle cutting on 200 Thousand Acres of timberland. Annual 
cut 22 Million feet for past half century under exacting 
Forest Management Plan without depletion. 


HARDWOODS — WHITE PINE —— HEMLOCK 
DEFEND YOUR TRADE WITH 


MENOMINEE INDIAN MILLS 
Neopit, Wisconsin 
i Tard | 


w. Cc. DO. 
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5 WE RE ON EASY STREET NOW THAT WE'RE SUGGESTING 
SCOTCH’ BRAND MASKING TAPE WITH EVERY PAINT SALE!" 
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Guaranteed 


Fly lad Plywatt. 


Prefinished Paneling and Moldings 


new SALES AIDS 


Poly-Clad Sample Center Introduced 


Plywall Products’ new Sample Center displays the entire 
Poly-Clad line and is ideal for use even in a limited floor 
space. The unit measures 4’ wide x 7’ high and has a depth 
of only 18” even when the center supporting leg is extended 
to its fullest. 

The Poly-Clad Plywall Sample Center includes 12” x 24” 
sample panels of each finish available as well as samples of 
each of the nine prefinished molding styles now offered by the 
maker. Shelves for the display of matching Putty-Stiks and 
racks for literature also are provided. The backboard consists 





of 4” Poly-Clad Paneling. 


The Sample Center may be ordered through any Poly-Clad 


Plywall distributor 
to Plywall Products Co., 
Wayne, Ind 
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Full details may be obtained by writing 
Dept. AL, P. O. 


Box 625, Fort 
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Ceiling Tile Merchandiser 


A multi-purpose display of Insulite’s 
four new ceiling tileboards now is avail- 
able. It contains cellophane-wrapped 
samples of Grecian and Qui-Lite Acous 
tical Tileboards and Fantasy and Pag- 
eant Decorative Tileboards. Especially- 
designed as a table or counter unit, it 
also is an effective sales tool for use 
by salesmen when calling on customers 
in their homes. Insulite, Dept. AL, 500 
Investors Bldg., Minneapolis 2, Minn 
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Ah-h-hh. . Something New Again 
Turn to back cover for a time-saving, 
brand-new idea in inquiry cards for 
busy dealers. 
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“At Home with Wood’”’ 
Color Film Available 


A new film, entitled “At Home with 
Wood,” shows how research work 
conducted at the Forest Products Labor 
atory leads to new and improved uses 
for wood. and wood products found in 
the home. New types of home construc 
tion, including stressed skin panels and 
structural sandwich construction of 
houses, are explained in the film. The 
film also points out that such items as 
the plastic film bag, waxed milk carton, 
frozen food packages, celery wrap and 
hamburger wrapping are representative 
of wood products found in everyday life. 

The film may be obtained on a free 
rental basis by writing the Director, For- 
est Products Laboratory, Dept. AL, Mad 
ison 5, Wis 

Circle No. 218 on Handy Cover Card 


Kentile Offers a Sample Box 

A smartly-packaged combined sample 
box contains all 97 colors in Kentile’s 
crystalite and solid vinyl lines. The new 
samples are 1142” x 3”, except for wood- 
grain planks which are 1” x 3”. They are 
packed according to style with each 
sample clearly identified on the back by 
product, style and color. A brief de- 
scription plus sizes and thicknesses for all 
solid vinyl and crystalite stvles is printed 
on the inside of the cover of box. 





Samples include the new metallic chip 
and metal leaf colors; silver pink, aqua 
glow and spangled beige in metallic chip 
and golden green, copper blue and golden 
pearl in the metallic leaf. Kentile, Inc., 
Dent. AL, 58 Second Ave., Brooklyn 15, 
N. Y 
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Prefinished Hardwood Paneling 


Harbor Plywood announces a colorful 
island unit showing its line of prefinished 
hardwood paneling. Double-faced, the 
display stands on sturdy iron legs se 
curely bolted to a vertical panel fea- 
turing a revolving panel on which is 
shown 10 samples of paneling including 
one sample of the maker’s economy Em- 
pire line. 

In addition to four full-color illustra 
tions of Harbor paneled rooms, attention 
also is attracted by an illuminated plas 
tic Harbor big “H” at the top of the dis 
play. Harbor Plywood Corp., Dept. AL, 
Aberdeen, Wash. 
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Prefabricated Storage Racks 


A newly-developed material storage 
rack is offered in prefabricated form. 
Called Speedrack, it is constructed from 
rolled steel and finished in baked enamel 
Speedrack is assembled without tools or 
bolts from prefabricated upright trusses 
and load beams that lock into position 
yet are easily removed for adjustments 
to the storage areas. 

Lumber and building materials may 
be stacked three and four tiers high on 
the Speedrack, thus greatly increasing 
the capacity of valuable warehouse space, 
says maker. Storage Products Corp., 
Dept. AL, 4418 Oakton St., Skokie, Ill 
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Develops New Dispenser for 
3” Pressure Sensitive Tape 


A new dispenser that will handle extra- 
wide rolls of pressure sensitive tape up 
to 3” in width is announced. The easy- 
to-use hand dispenser is constructed of 
aluminum and features a special cut-off 
blade to shear through glass filament 
reinforced tape. Replacement of an empty 
roll takes a matter of seconds and in- 
volves only two moving parts, says mak 
er. 
The manufacturer also has available 
a Tapebinder tape, which is offered in é 
iis bene 4" to 3” wide x 60 yards. Delivers Pressures Required 
A. J. Gerrard & Co., Dept. AL, 1950 for Airless Spray Painting 


: » Ave . » Par . 
Hawthorne Ave., Melrose Park, Il. A new 6 hp compressor is small and 


Circle No. 222 on Handy Cover Card economical yet delivers pressures re 
quired for airless spray painting and 
any large maintenance job, says maker 
Mounted on a sturdy boat-type trailer, 
the unit is easy to haul and easy to 
handle. The compressor delivers 15 cubic 
feet per minute at 80 pounds pressure and 
13.5 cubic feet per minute at 125 pounds 
pressure, sufficient to operate the new 
airless spray systems. 

Compressor features include two cylin 
der, single stage pumps, forced air 
cooling, ball bearing construction, auto 
matic, measured feed oiling, quiet, quick 
acting valves, automatic unloader which 
is adjustable and which can be set for 
either normal or high pressure opera 
tion. It has an 8% gallon A.S.M.E. ap 
proved air receiver tank with bottom out 
let drain cock. The DeVilbiss Co., Dept 
AL, 296 Phillips Ave., Toledo 1, Ohio 
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Fee 


sell a Dennix product 
“They must have run a help LEGS They look good, stand 
wanted classified ad in : attached. The vast 
de AMERICAN LUMBERMAN!” Modern elegance and ni variety of Dennix styles 


Whether you're looking for a new job... LEG 
a new man to fill an old job . 
buy or sell equipment, lumber, a business 
—you'll get results by using the classified Steel straight position brackets (No. 5 
pages of AMERICAN LUMBERMAN! : eS tee 


American Lumberman ryTiipam, DENNIX 


59 E. MONROE ST @ CHICAGO 3, ILLINOIS PRODUCTS CO PRODUCTS CO. 





! DENNIX 
gene LEGS 


D + N N 1X Are Customer 
} Pleasers! 
Scandinavian style | . 

ROUND TAPER You invest in good 


will every time you 
up well, and are easily 


2 
grace in fine hardwood pogo gles 
New 3” solid brass trim | . are competitive. 
taper ferrule. Stock Dennix Furniture 
For variety in style and | and Table Legs, Book- 
size stock Dennix d ; case Builders, adjust- 
furniture and table able shelf brackets and 
legs and other | you'll find the “‘do-it- 
“attachables"’ and yourserers | Reus 

. made your store their 
have a real good buying headquarters. 
‘‘do-it-yourself"’ ; 
section 





ae The New Extra Heavy 
The price is right, quality SQUARE TAPERED 


guaranteed, Quick delivery. 


WRITE FOR FREE 
CATALOG 


. want to with heavy duty bracket 





WRITE FOR FREE CATALOG 








i, wea 


33-04 DOWNING STREET 
 riaeenae aa aa FLUSHING 54, N.Y. 


Dept. Al-29 L—— Dept, AL-29 ———— 
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Classified 
Advertising 


Terms — Cash With Order 
Minimum Charge $7.50 


Rates: 

1 Time —30c per word for each insertion. 
Minimum charge of $1.50 per line 

3 Times—25c per word for each consecutive 
insertion. Minimum charge of $1.25 


per line. 


Add $1.75 per insertion for blind ads bearing 


box number. 
No agency commission or cash discount 


allowed. 


AMERICAN LUMBERMAN 
59 East Monroe St., Chicago 3, Ill. 
Phone: Fi 6-7788 





HELP WANTED 





Wholesale Building Materials Company op- 
erating North Central Indiana has opening 
for bookkeeper or office manager. Due to 
growth potential, would prefer man with 
accounting degree. Would accept man with 
bookkeeping experience and background in 
building materials. Replies held in strict 
confidence and should contain emvloyment 
records and personal history. Salary com- 
mensurate with experience. Group insurance 
and paid vacation included in fringe bene- 
fits. Address Box L-37 American Lumber- 
man & Building Products Merchandiser 





DETAILERS—Experienced in shop drawings 
for all types of Architectural Millwork 
Please give age, experience, availability and 
sample of drawings, if possible. Permanent 
employment Sa'ary commensurate’ with 
ability and excellent working conditions 
Sixty years old midwestern firm. Address 
Box L-40 American Lumberman & Bu 114- 
ing Products Merchandiser 





Building Material Sales 
The Insulite division of the Minnesota and 
Ontario Paper Company offers rewarding 
sales career opportunities for young men 
(ages 26-35 preferred) in this well-estab- 
lished, yet expanding organization. We are 
seeking men with proven sales ability whose 
present positions may not offer sufficient 
challenge or opportunity for advancement 
New men are paid on salary during an 
initial training period and upon territory 
assignment are compensated on a salary plus 
bonus basis. In addition, these positions 
offer exceptional employee benefits paid for 
by the company. Car furnished 
Write Don Lindert, Minnesota and On- 
tario Paper Co., 500 Investors Bldg., Mpls 
2. Minn 





WANTED OFFICE MAN 

Fine position open for man looking for 
permanent full time job in lumber and 
building supply business. Medium sized op- 
eration. Sales and general office work 
Bookkeeping experience helpful but no 
previous lumber yard experience necessary 
Company insurance, pleasant working con- 
ditions, fine community. Give past employ- 
ment experience and personal background. 

P. Jennings’ Sons, New Castle, Indiana 





CREDIT—Collection Manager Retail Lum- 
ber Metropolitan Chicago; Familiar with 
Contractor credit, lien laws; affable with 
pleasant but firm “NO”. Give maximum in- 
formation in reply, good opportunity. Ad- 
dress Box L-46 American Lumber & Build- 
ing Products Merchandiser. 
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HELP WANTED 


BUSINESS FOR SALE 

















Experienced Lumberman for estimating and 
selling position, capable of managing retail 
lumber yard in central Indiana. Reply in 
own hand writing. Address Box L-42 Amer- 
ican Lumberman & Building Products 
Merchandiser. 





FLORIDA TRUSS PLANT 

Man wanted in vicinity of Tampa experi- 
enced in operating plant building wood 
trusses. Man with pre-fab or component 
parts experience preferred; however, man 
with engineering and lay-out experience in 
the building of trusses and who can sell is 
the principal requirement. Address Box L- 
43. American Lumberman and_ Building 
Products Merchandiser 





SITUATIONS WANTED 





Lumberman—20 years experience, all phases 
retail building material operation. Sales, 
purchasing, F.H.A., construction. Middle 
Age. Mid South or West. References. Ad- 
dress Box L-34 American Lumberman & 
Building Products Merchandiser 





Firm believer in selling quality, reliability 
and service. Nine years lumber sales, plus 
three years general sales. Desire association 
with reputable individual lumber wholesale: 
or wholesale lumber firm. Address Box 
L-41 American Lumberman & Building 
Products Merchandiser 





Lumber merchant with special experience 
in hardwoods and extensive connections in 
German market seeks position with Ameri- 
can lumber firm. Age 24, nationality Ger- 
man. Please write to Mr. George Burchardi 
c/o Heymann, 924 25th Street N.W., Wash- 
ington, D. C 





Manager or Asst. Manager 
12 years exp. Retail yard manager. Excel- 
lent record. 37 years old, married, three 
children. Prefer Southwest or West loca- 
tion. Write Box 176, Stanwood, Iowa 





SALES REPRESENTATIVE 
WANTED 





LUMBER BUYER AVAILABLE 
Experienced west coast lumberman will 
place your lumber requirements with de- 
pendable mills on commission basis. Address 
Box L-31 American Lumberman & Building 
Products Merchandiser. 





LUMBER AND BUILDING 
MATERIALS SALESMAN 
Wholesale Salesman: Excellent opportunity 
for an alert man to sell Retail Dealers in 
Kentucky, Indiana, and Ohio. If you are 
seeking greater financial possibilities with 
an expanding company please write Box 
L-33 American Lumberman & Building 
Products Merchandiser Our’ employees 

know of this ad 





LUMBER SALES 
Well-established mid-west lumber wholesaler 
has opening for sales representatives. Your 
territory and accounts completely protected 
Rollin S. Crow, Inc., 20 N. Wacker Drive 
Chicago, Illinois 





BUSINESS FOR SALE 








FOR SALE—Lumber yard Paint and Hard- 
ware in Alaska. Average Gross $90,000. Idea 
for man and wife. Terms. Address Box K- 
62 American Lumberman & Building Prod- 
ucts Merchandiser. 





For Sale Tuscon, Ariz. lumber and building 
material retail. Top location. Absentee own- 
er wants out. Concern indicates terrific po- 
tential with aggressive, on the spot man- 
agement. Real estate and business $68,500 o1 
will sell business only $25,000 and lease 
property. Any reasonable offer will be con- 
sidered. Cash or terms. Approx. $25,000 tax 
loss available. Address Box L-45 American 
Lumberman & Building Products Merchan- 
diser. 


Lumber yard for sale, in town of 2,000 
Good Territory. Owner retiring after 42 
years. Address Box L-32 American Lumber- 
man & Building Products Merchandiser 





Established building material yard in north- 
western Pennsylvania. Will sell or lease 
land and improvements. Consider any rea- 
sonable offer. Address Box L-38 American 
Lumberman & Building Products Merchan- 
diser. 





FOR SALE OR LEASE 
Ideal owner-manager lumber and builder's 
supply business. Located near Los Angeles 
Address Box L-35 American Lumberman & 
Building Products Merchandiser. 





FOR SALE: Large lumber yard. Approxi- 
mately 17,000 Sq. Ft. under shed. Plenty of 
outside storage room. Trackage into yard 
Excellent office building. Located on high- 
way with plenty of parking room. Metro- 
politan population—250,000 and center of 
rich agricultural area. Terms. Write Box 36 
West Des Moines, Iowa 





Lumber, Bldg. Materials Business. Central 
Illinois. In same family since 1895. Equipped 
to do contracting and prefabrication. A real 
location for live wire with sufficient capital 
and know how. Retiring. Write J. Casey 
428 Williams, Springfield, Il 





Opportunity available for person desirous of 
purchasing going Lumber Business in the 
rapidly expanding Plattsburgh area of North- 
ern New York State. Because of peculiar 
situation within Business, present vol'me of 
$150,000.00 per year could be doubled if 
owned by another party. This should be of 
interest to person desiring to get in Business 
for himself and enjoy the rich life of Golf- 
ing, Fishing, Skiing and Hunting, which the 
North Country can afford him and his fam- 
ily while also making a fine living. Also 
available if of interest up to-date Sawmill 
and Planing Mill plus sizeable acreage of 
quality White Pine Timber. Address Box 
L-44 American Lumberman & Building Prod- 
ucts Merchandiser 





WOOD CABINET 
MANUFACTURING COMPANY 
(C.P.A. Approved) 

Foremost kitchen cabinet manufacturing 
plant in Florida’s fastest-growing area 
Shows $35,000 net profit on annual gross 
volume of $375,000. Price realistic—terms 
if desired. Top business with great expan- 
sion potential. Al! transactions in confi- 

dence 


A. P. PHILLIPS COMPANY 


BUSINESS PROCUREMENT DIVISION 


A. P. Phillivs Building—Dept. AI 
RLANDO, FLORIDA 
“Florida Is Our Business” 





BUSINESS OPPORTUNITIES 





Chicago Lumber Company requires services 
of a reliable custom wood cabinets manufac- 
turer to produce custom kitchen cabinets 
vanities, wardrobes, etc. in all species and 
sizes. (Not components.) State size of you: 
plant production capacity, number of em- 
ployees, business history and other pertinent 
information 

This could be a good connection for a live 
modern cabinet manufacturer. Address Box 
L-47 American Lumberman & Building 
Products Merchandiser. 





MISCELLANEOUS FOR SALE 








CARPENTERS APRONS 
Write for prices and information. 
THE MINNESOTA SPECIALTY CO. 


119 North Fourth Street 
Minneapolis 1, Minn. 
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“Have You Overlooked This?’’ 


The following manufacturers were carried 
in the February 15 issue of American Lum- 


berman & BPM and are again 


listed with 
their inquiry numbers for your convenience 


Use the Handy Cover Card for more infor- 


mation. 
Amerock Corp. 
New revolving display—complete cab- 
inet hardware department in one 
square foot of space. 
Barrett Div.. Allied Chemical Corp. 
Write for complete information on the 
Barrett Front Line of protective 
coatings. 
Bennett Mig. Co., Richard C. 
Offers literature on Bennett 
Panel Saw. 
Berger & Sons, Inc., C. L. 
Information available on Berger’s line 
of engineering and surveying instru- 
ments. 
Black & Decker aie . 
B & D merchandiser for ‘Kro-Bide” 
saw blades gives free display stand 
plus two free bonus blades. 
Black & Decker 


2-Way 


Full color B & D Router display ‘free 


manuals and envelope stuffers 
with die-cut pockets for 
Borden Co. 

Features “1960's Savingest Glue Deal” 

~—Buy a dozen, get the 12th free 
Buss Machine Works, Inc. 

Descriptive bulletin No 
g.ving the facts about Buss No. 4L 
planer. 

Clarke Floor Machine Co. . Tree 

To get full information on the new 
Clarke upholstery ‘“‘Shampooer-Vac,’ 
use handy cover card 

Concord W oodworking Co. ? 

Free illustrated catalog of ‘lawn 

garden wood products offered. 
Corbin Div., P. & F., The American 

Hardware Corp. 

New “Whirligig’—a special disvlay ‘de- 
signed to sell Corbin Guardian 
Locks. 

du Pont de Nemours & Co., E. L. 

Full details available on du 

paint line for 1960 
Fordyce Lumber Co. 

Fordyce specializes in lumber packag- 
ing—how, when, and where you 
want it. ; 

Goshen Mfg. Co. 


Router 


and 


Pont's 


Full color catalog ‘avail: ab'e featuring 


lawn furniture and “Blue Ribbon” 
_ wooden and aluminum ladders. 
Grant Pulley & Hardware Corp. 

Complete line of promotional 

sell Grant Sliding hardware. 
Hastings Aluminum Products, Inc. 

Get additional information on 

Home” a'uminum siding 
House & Garden Se aueees 5aes ‘ 

Promotion Kit will be sent out in 
House & Garden's first Building Ma- 
terials Dealers Promotion. 

Inland Steel Products Co. 

Write for a sample of new 

Rigid Bead 
Insulite Div., Minnesota and Ontario 

Paver Co. . 

Insulite offers a 1 complete : se elling pack- 
age for do-it-yourself and contractor 
markets featuring displays, samples 
literature, etc 

Johns-Manville . 

Announces the new Spring Home Re- 
newal program. Write for further de- 
tails 

Kaiser Aluminum & Chemical Sales, Inc. 

Kaiser’s dealer-minded sales policies 
include an extensive assortment of 
merchandising helps. 


Keystone Steel & Wire Co. .. 
“Keywall" galvanized masonry rein- 
forcement comes in easy-to-handle 
200 foot rolls 
Louver Mfg. Co. ... 

Available—complete ‘line catalog in- 
cluding ventilation guide on how to 
compute free areas of ventilation 
needed for various sized homes. 

Marlite Div. of Masonite Corp. . 

Get complete details on the paneling 
profits that can be yours with Mar- 
lite Random Plank. 

Minerva Aluminum Co. . 

Pricing information available on Mi- 

nerva aluminum doors. 
Minnesota Paints, Inc. 

Offers complete information ‘and sam- 
ples of the free personalized Color 
Studio service offered through Min- 
nescta Paint dealers. 

National Gypsum Co. 

Free “Do-it” Kit for customers is part 
of “Gold Bond's’ ceiling tile promo- 
tion 


‘aids 


“Nu- 


“Milcor’ 


ehéteravdasisnks sa ocees¢ 85 


54 available 


» 


Nova Sales Co. ... 

Literature and specification data avail- 
able on “‘Vista-Lux’ translucent pan- 
els. 

O’Brien Corp. . ‘ts 

Booklet available—‘A Solution to the 

Problem of Cut-Price Competition.’ 
Pittsburgh Plate Glass Co., Paint Division 

Write for information about the new 
low-priced Maestro color mixing ma- 
chine 

R-B Co. ‘ ee 

Catalog and price lists ‘for R-B Roll- 

Off truck body supplied on request 
Reflector Hardware Corp. 

Current Spacemaster 
able. 

Regal Aluminum Products Corp. .. , 

Get full information on aluminum Jal- 
ousie basement windows 

Roddis Plywood Corp. . 

Write for Dealer’s Fact File on Craft- 

wood paneling 
Ruberoid Co. 


catalogs avail- 


Promotion and display pieces available 


to help sell the Ruberoid floor tile 
line 
Sensenich Corp. : 
Free copy of bulletin listing specifi- 
cations and sizes for full line of 
Sensenich woodenware offered. 
Tamms Industries Co. 
Get information on how you can prof- 
it from Tamms Treasure Program 
United States Mineral Wool .. ere 
Use handy cover card to get informa- 
tion on U.S. Mineral Wool’s local 
promotion program 


U. S. Plywood .. 

New 58% profit package of Weldwood 
Wood Finishes—designed for fast 
turnover 

Universal Atlas Cement, 

Div. of U.S. Steel 

Write for information § about 
White Portland cement in 
air-entraining and 
types 

Waterlox Div., The Empire Varnish Co 

Waterlex offers free finishing booklet 
telling how to refinish antiques 
floors, etc 

Weyerhaeuser Co. : : 

National advertising and merchandis- 
ing aids are part of new sales pro- 
motion for Weyerhaeuser 4-Square 
lumber 


Atlas 
regular 
waterproofed 
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ADVERTISERS’ INDEX 





Acme Steel Co 
American Telephone & Telegraph Co 
Appalachian Hardwoods 


Bethlehem Steel Co 
Bird & Son, Inc 


CARADCO, Inc 
Concord Woodworking Co 


Deniston Co The 
Dennix Products Co 
Dodge Corp., F. W 


Dougias Fir Plywood Assn 


Friden, Inc 

Tire & Rubber Co 
Hager & Sons Hinge Mfg. Co., 
Hamer Lbr. Sales, Inc 
Hertz Truck Lease Service 
Linseed Oil 
Lober & 


Goodyear 


Products Corp 
Associates, M 


Mills 
and Mfg 


Manufacturing Co 


Indian 
Mining 


Menominee 
Minnesota 


National 
Pickering Lbr 


Republic Steel 
Truscon Div 


Skil Corporation 


Tarter, Webster & 
Texas and Pacific 


Corp 
Corp 


Johnson, 
Railway 
Valspar Corp 
Waterlex Division, 

The Empire Varnish Co 
Welsh Plywood Corp 
Wood-Mosaic Corp 
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If you’re a man who takes pride 
in his work, you’re a man who reads 
his businesspaper carefully. Cover to 
cover. Advertising as well as editorial 
pages. Why? Because—as a man who gets 
a kick out of doing a great job—you know 
there’s no better place to get so many 
good, practical ideas you can put to work 
with extra profit to yourself, and your 
firm, than in... your businesspaper 


ATION BY EHRENBER 


Where there’s 
business action, 


there’s a 


businesspaper 


where there’s marketing of 
Building Materials there’s 


AMERICAN 
LU eo 


ess 





% One of a series of advertisements 
z Prepared by the ASSOCIATED 
40° BUSINESS PUBLICATIONS 
a 

















MANAGEMENT WORKSHOP-IN-PRINT 


How to be Right 


More Often 


|. Face up to the decision needing action. Don’t dodge 
it. The worst decision you can make is to decide not to 
decide. 

2. Don’t put it off and don’t hurry it. Time it right 
and stick to your timing. 

3. Have a clear cut objective or purpose for making 
the decision (If complicated or involved, write it out.) 

4. Get all the pertinent facts and organize them in order 
of importance. Be sure you have the whole story. 

5. List the problems arising from the facts that make 
decisions necessary. 

6. Dig for the real problems that underlie the apparent 
ones. 

7. Apply creative thinking, imagination and inventive- 
ness to the development of possible solutions and courses 
of action. Include practical compromises. 

8. Evaluate realistically the human, material and mone- 
tary benefits in each possible course of action. Discard 
impractical solutions. 

Project the probable chain reactions and results over a 
period of years. 

9. Select the one or two best courses of action and 
make a weighted list of the pros and cons inherent in 
the decision. 

10. Then weigh the external pressures. What does the 
heart say? What does the head say? Check against pre- 
judice and bias. 

11. Evaluate on a point basis the pros and cons and 
pressures. 

12. Seek the principles involved in the decision. 

13. Tentatively select the most right of the alternate 
courses of action. , 

14. Is there anyone who can advise you productively? 


A Step by Step Approach to the Science and Art of Decision Making which Should 
Heighten the Percentage of Correct Decisions by Any Manager Who Follows It. 















If you seek and accept advice, use it to revise your 
weighted pros and cons. 

15. Sleep on it—give the subconscious mind a chance 
to work on it. 

16. Give it the Sunday treatment—seek divine guidance. 

17. Check whether the money, facilities and competent 
personnel are available to produce the desired results. 

18. Finally check whether the cost in money, time and 
effort is justified and practical. 

19. Banish fear of change. Change is inevitable. All 
things are in motion either constructively or destructively. 

20. Make your decison at this point. Hold faith that 
the change is constructive. 

21. Coordinate the people, methods and machinery 
required for effective action. 

22. Set up effective communication with the people 
who will act upon the decision. 

23. Follow through and supervise the performance to 
assure the desired results. 

24. Don’t hesitate to change your mind, if develop- 
ments indicate that you have made a mistake. 

25. When the decision has proved effective and the 
same situation arises frequently, make the decision a 
policy. 


Minor decisions will of course not require the full 
treatment. Use just enough of the above steps to assure 


that your decision is right. 
The hidden expense of wrong decisions is the greatest 
cost in enterprise. 


Art Hood 








MEN /n the news 








* Gordon C. Estes, executive vice- 
president of Globe Siding Products 
Co., Whiting, Ind., has been elected 
president of the Aluminum Siding 
Association. “Our 1966 objective will 
be to widen the channels of distribu- 
tion among companies that are logical 
outlets and who thus far do not sell 
aluminum siding,” Estes said. 


Frank F. Blaisdell 


* Three new members of the National 
Retail Lumber Dealers Association 
Executive Committee are Frank F. 
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Blaisdell, Red Bank, N. J.; C. W. 
Holmquist, Oakland, Neb. and R. 
Bourke MacDonald, Butte. Mont. 

* John J. Marsh has been named 
vice-president in charge of sales of 
Marsh Wall Products, Inc., Dover, 









John J. Marsh 


R. B. MacDonald C. W. Holmquist 


Ohio, manufacturer of Marlite panel- 
ing. He assumes the newly-created 
position after serving as general sales 
manager. D. A. Dixon has been named 
general sales manager to succeed 
Marsh. 








February 29, 1960, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 















the Orders Are Pouring In ! Response 1 Our FistAds TERR] Fic! J lay competi ive... 


, Use Thi 
You, Too, Can ENJOY BIG PROFITS YEAR-ROUND! ” pm: 
over Card. 


Now! LOBER POWER MOWERS | seussSsnccnen sm 
With IMPULSE STARTERS! 


You're Sure to Do Volume Business! We GUARANTEE Your Sales! 





















) 





Class will tell! The orders are pouring in! Lober mowers are 

going out to building supply dealers by the truckload and the 

Revolutionary Impulse carload! And Lober’s merchandising program is bringing so many 
arter makes star 

pa py ay Bows — _W customers in, dealers are selling the mowers almost as fast as they can 























* 
handle down and the ; ; . kasiast 10 “se - 
engine starts! be delivered! And no wonder! We give you top quality power mowers! Ah, J 


We give you unbeatable promotional prices! We guarantee your . 
Keep the card folded out as you go through the 
customers’ satisfaction! And we guarantee your sales, 100°! So what are : - . . 
magazine. Circle the numbers on items useful for 
QUALITY you waiting for—order now, and we'll grow rich together! . — 
aoaons your business. 
° , . 
sie Mail the completed card and we will rush the 
MADE ye inquiry to the manufacturer. No postage is re- 
RS = CES SSRN b ¢ = 
De amas quired, 
Wo Guesswork With i 
- 
Lober Power Mowers } 










LOBER GUARANTEES 
YOUR SALES! 
RISK OF LOSS & ELIMINATED! 


: a4} ie a 
SE CELE I 


This card good until June 1. 1960 


REO SOA ES 
CLA Sa eES Ses 9) 


u SPECIAL ENGINE EXCHANGE 


Advertised Products 











February 29, 1960 

} 1 2 3 4 5 6 7 8 9 10 11 12 13 
14 15 16 17 #18 IY 20 21 22 #23 24 25 «26 

27 28 29 30 31 32 33 34 35 36 37 38 39 

40 41 42 43 44 45 46 47 48 49 50 51 52 

53 54 55 56 57 58 59 60 61 62 63 64 65 

66 67 68 69 70 71 72 73 74 75 76 77 78 

79 80 81 82 83 84 85 86 87 88 89 90 91 

92 93 94 95 96 97 98 99 100 101 102 103 104 

105 106 107 108 109 110 111 112 113 114 115 116 117 





Mr. Buyer, Now You Can Assure Your Customers 
complete satisfaction at ne loss te youl 
Every Lober mower transaction 


NEW! 


Super De Luxe 
1960 Power Mower 


With Exclusive Impulse Starter! 


e Big 25-inch (swath cut) 3 HP 
e Big 22-inch (swath cut) 3 HP 





@ GOES 






(? Sa must be profitable te you! 
MG Inquire NOW For Complete Details 
>), On This Revolationary Engine Exchance 










SA. ¥;<7 poy 
CASA oo : 


Fa ee gee 
ges a 


AND WEEDS 








LOOK AT THESE AMAZING FEATURES WE PACK INTO EVERY MOWER! 118 119 120 121 122 123 124 125 126 127 128 129 130 
?s =~ 131 132 133 134 135 136 137 138 139 140 141 142 143 
. 144 
Ly | 
Reinforced corners Four adjustable Stort and Stop Gas New Silent Muffler Firestone Semi- New 3 h.p. Briggs & New Products, Sales Aids, Equipment, 
guarantee added cutting heights Throttle Control on cuts down irritating , Pneumatic Tires. Stratton and Clinton 
rigidity ond strength _“—— sites *"jealed double ball” ue. sae and Literature 
bearing steel wheels powerfull 
—— : mee a cand : , P es ee ; 201 202 203 204 205 206 207 208 209 210 211 212 21 
DuPont Hi-Baked Enamel Finish—W orld’s Best Paint from the World's Best Paint Manufacturer 214 215 216 217 218 219 220 221 222 223 224 225 228 
. ig MAIL COUPON NOW | 227 228 229 230 231 232 233 234 235 236 237 238 239 
Make Your Move! ovie: now ond bet gh ag in oe 240 241 242 243 244 245 246 247 248 249 250 251 252 
make big extra money while your competitors are sitting Mower Manufacturer! | M. LOBER & ASSOCIATES L 229 253 254 255 256 257 258 259 260 261 262 263 264 265 
on their lumber and collecting nothing but splinters! 7 Central Park West, N. Y. C. 23 266 267 268 269 270 271 272 273 274 275 276 277 278 


279 280 281 282 283 284 285 286 287 288 289 290 291 


; YES! | want Big Power Mower profit! Please rush me infor- 

, mation immediately. 

| Name.... 

i Name Title 
, Firm ........ 














Shipping Point: Richmond, | Address ...... Company ____ 
Ind. Shipments + gdbagreeee A N D A s S ©) Cc H A T E Ss j aii bates ! 
t our | elephone Number .. { 
— oe G. W. DAVIS Manufacturers since 1902 Address 
; The World's Largest Producers of Power Mowers Der Zone . ee { 
7 CENTRAL PARK WEST, N. Y.C. 23,N.¥.  JUdson 6-2117 Et RRS City ae iis 








Circle No. 25 on Handy Cover Card 


Dealer Wholesoler 











Fold Out for 
New, Free 
Inquiry Card 


Here’s the handiest card yet — 


@ no turning back to find the card as 
you turn the pages. It’s always in 


front of you. 
covers both editorial and ads. 


just one inquiry brings you the 
latest facts from all manufacturers 


checked. 


Display 88 items in only 8 sq. 


IN| === ath a op Steg 


If floor space is at a premium in your 
store, you will find the National No. 100 
Merchandiser a profitable way to display 
a big selection of fast-moving hardware. 
Hang National Visual Pacs on both sides 
of peg board to encourage impulse buy- 
ing: stock shelves with attention-com- 
pelling display of National Picto-Graphic 
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FIRST CLASS 
CHICAGO, ILI 





Permit No 








CARD 
y 


€ 


cartons. 


gd in the United State 


Write for details of special merchan- 
diser offer. Join the swing to “National 


POSTAGE WILL BE PAID BY 


AMERICAN LUMBERMAN 


if Maile 


BUSINESS REPLY 


of Sterling”! 





* Solid Zuality “Throughout 


NATIONAL MANUFACTURING CO. 


11022 First Avenue Sterling, Illinois 
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